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ABSTRACT 
 
ROXANE COCHE: The State of Women’s Sports on the Web: Content Analyses of 
International Sports News Websites and Athletes’ Twitter Profiles 
(Under the direction of C.A. Tuggle, Ph.D.) 
 
 
With the rise of the Internet as a source of news, a deeper investigation into the 
gender issues related to the online coverage of sports is much needed. This is the purpose 
of this dissertation, fulfilled through four quantitative content analyses.  
The first study is a content analysis of the homepages of eight sports news 
websites from four western countries: the United States, Canada, France and Great 
Britain. Results from the multi-national indicated that despite the “limitless” function of 
the Internet, sports coverage remains overwhelmingly male. 
The second study uses data from the same sampled websites as the first one to get 
a closer look at the portrayal of female athletes in online sports news compared to the 
portrayal of male athletes. Results indicated that traditional gender stereotypes are still 
present in online sports coverage, and that men are given more prominence than women 
are.  
The third study turns to social media with a content analysis of athletes’ Twitter 
profiles. The profile pictures, background pictures and Twitter biographies of athletes 
were sampled to examine how athletes frame themselves on Twitter. Results indicated 
that female athletes simultaneously preserve and counter traditional gender roles on their 
Twitter profiles. Female athletes tend to highlight their femininity visually through their 
pictures, but often focus on their athletic careers in their biographies. 
	   	   iv 
Finally, the fourth study is a comparative content analysis of pictures from sports 
news websites (taken from the second study) and Twitter profile pictures. Results 
indicated that websites were more likely to highlight a subject’s athleticism than Twitter 
profile pictures were, regardless of the athlete’s gender. However, differences were found 
to be wider for women than for men.  
By providing quantitative analyses about the state of coverage and exposure of 
women’s sports on the Internet, as the medium’s popularity continues to grow, this 
dissertation informs the ongoing debate about gender equality in the media and in the 
sports universe, especially when both worlds intertwine.  
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CHAPTER 1 
INTRODUCTION 
She won Wimbledon at 17 in 2004, but it is Maria Sharapova’s looks; not her 
athletic ability, that has helped her most in becoming one of the most prominent figures 
in women’s tennis today. On April 16, 2012, she posted two pictures of herself with short 
hair on Facebook. Because she had been known for her long blond hair, the pictures, both 
posted with the caption “So what do you guys think?? I kind of love it!” resulted in more 
than 15,000 unique comments and almost 70,000 Facebook’s ‘likes’ (MariaSharapova, 
2012a; MariaSharapova, 2012b). They caused a huge stir, prompting reporters to analyze 
why Sharapova would cut her hair only six months before her wedding after having the 
same hairstyle for more than a decade (Moshman, 2012). The story was even featured in 
the headlines of the homepage of ESPN’s website, one of the most prominent and visible 
categories on the page.  
In other news, at around the same time, the Women’s Hockey World 
Championship had just ended with team Canada getting the upper hand on the United 
States in a game full of twists and turns. After leading 3-1, Canada trailed the American 
team 4-3 for fifteen minutes before tying the game only two and a half minutes before the 
final whistle. The Canadians then went on to win the gold medal in overtime for the first 
time in five years. However, despite the high-level of play and the many turnarounds, 
there was barely any media coverage of this final, or of the World Championship as a 
whole. 
Sharapova once again made front page news the next day when she posted a new 
picture of herself, with long hair explaining the short hair was just a prank: “Wow, when 
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I posted those photos with the short hair I had no idea everyone would all go bananza....( 
my dear friends, I never actually said I cut my hair!) so for the sake of my email inbox 
and it's stressful 24 hours, I would like to show you the below pictures...my hair is still 
long...and blonde...and well it's pretty much the same! We did a shoot a few days ago and 
I sported all types of hair styles...long and yes short (a wig!!!) [sic]” (MariaSharapova, 
2012c). 
This episode is a good reflection of what media research in gender sports 
coverage has shown in the past three decades. On the one hand, a good-looking (as per 
Western standards) blond female athlete who plays an individual sport makes headlines 
for a non-sport related reason. On the other hand, female athletes who play a team sport 
that is widely viewed as masculine offer spectacle and suspense in the final of a World 
Championship, but are largely ignored by the media. 
Indeed, the literature supports two main conclusions: (1) women’s sports receive 
very little coverage in the media compared to men’s sports, and (2) the little media 
coverage they do receive rarely focuses on female athletes’ athletic skills, but instead 
contemplates trivial matters or frames the athletes as feminine, heterosexual women first 
and foremost by relying on traditional gender stereotypes (Boutilier & SanGiovanni, 
1983; Kane & Greendorfer, 1994; Messner & Cooky, 2010). This framing process, 
scholars suggest, might have a long-lasting effect on society as a whole, and on girls and 
women in particular (Coakley, 2004; Hardin, 2009a; Kane & Greendorfer, 1994).  
However, most of the previous studies were related to traditional media. Some, 
including Duncan, Messner and Williams (1991) and Eastman and Billings (2000) looked 
at newspapers, while others, such as Boutilier and SanGiovanni (1983), Hilliard (1984), 
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Lumpkin and Williams (1991), or more recently Hardin, Lynn, Walsdorf, and Hardin 
(2002), focused on magazines. The televised coverage of women’s sports has also been 
studied many times, with, among others, a longitudinal content analysis conducted five 
times since 1989 at the University of Southern California in Los Angeles (Duncan & 
Messner, 1994; Duncan & Messner, 2000; Duncan & Messner, 2005; Duncan, Messner, 
Williams, & Jensen, 1990; Messner & Cooky, 2010).  
Moreover, there have been studies that looked specifically at gender issues in the 
Olympic coverage, but those were also conducted in relation to traditional media – 
mainly newspapers and television (Adams & Tuggle, 2004; Capranica et al., 2005; Quin, 
Wipf, & Ohl, 2010; Redman, Webb, Liao, & Markula, 2010; Vincent, Imwold, 
Masemann, & Johnson, 2002; Wensing & MacNeill, 2010). 
With the rise of the Internet as a source of news, a deeper investigation into the 
gender issues of the online coverage of sports is much needed. This is what I set out to do 
in this dissertation, composed of four quantitative content analyses of online content.  
The first study is a content analysis of the homepages of eight sports news 
websites from four western countries: the United States, Canada, France and Great 
Britain. Not only do these countries share a common history, but they also present similar 
patterns when it comes to the concept of gender in sports and how it is portrayed in the 
media, as will be discussed in the literature review.  
The websites selected for this study are the two most popular sports news 
websites that belong to a traditional media outlet in each of those four countries (e.g. 
ESPN’s website). This first study is designed to find out how much of the websites’ front 
page news is about women's sports. The goal is to determine whether the “symbolic 
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annihilation” (Gerbner, 1972, p. 44) of women in sports found in traditional media 
coverage is perpetrated online, a platform on which journalists and editors are not limited 
by time (as is the case in broadcast media) or space (as is the case in print). 
The second study uses the same data as the first one. It is designed to get a closer 
look at the portrayal of female athletes in online sports news to determine whether 
patterns identified in traditional media (e.g. hypersexualization and hyper-feminization) 
also exist online. To do so, women’s sports stories from the first study and a sample of 
men’s sports stories were coded and analyzed, allowing for comparisons between the 
portrayal of female athletes and that of male athletes. 
The third study turns to social media with an analysis of athletes’ Twitter profiles. 
The profile pictures, background pictures and Twitter biographies of athletes in the most 
covered sports for each gender (based on the first study’s results) were sampled to 
examine how athletes frame themselves on Twitter. If a gender difference (such as the 
one found in traditional media) remains on Twitter, it would support the idea that female 
athletes (or their PR representatives) choose to perpetuate the traditional gender 
stereotypes rather than challenge them. 
Finally, the fourth study is a comparative content analysis between the second and 
third studies. Although sports news websites and Twitter profiles contain two completely 
different types of media content, this study focuses on photographs (or profile pictures for 
Twitter), making it possible to use framing theory effectively. This suggests that even 
though sports news websites and Twitter profiles will each be subjected to a different 
coding protocol and thus generate two content analyses, some variables (those for 
photographs) were operationalized the same way in both studies (2) and (3).  
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These four studies bring more light to the state of women’s sports news coverage 
on the Internet, as the medium’s popularity continues to grow. Although television 
remains the number one source of news in all four countries studied, the Internet is 
closing the gap as the number of Internet news consumers keeps increasing. In the 
youngest age groups, the Internet has actually surpassed television as the number one 
medium for news, as will be explained in the literature review, which constitutes the 
second chapter.  
This review of literature starts with a discussion about the role of sport in society 
in general, and then hones in on gender issues in the sporting world. The relationship 
between sport and the media is also discussed and framing theory is explained before the 
literature specific to the gender coverage of sports is explored. Finally, the rise of the 
Internet and of social media in the sport industry is also covered, before a discussion 
about what Twitter specifically has brought to the table. The chapter concludes with the 
research questions and hypotheses specific to this dissertation.  
Chapter Three precisely describes the method used to answer those research 
questions and test those hypotheses. Results of the data analyses are then exposed in 
Chapter Four and their implications are discussed in Chapter Five, which concludes the 
dissertation. 
	  	  
 
 
CHAPTER 2 
LITERATURE REVIEW 
Sport and Society 
Sport is intrinsic to society, and many argue that sport is a “microcosm” of society 
(Boutilier & SanGiovanni, 1983, p. 24; Delaney & Madigan, 2009, p. 18; Eitzen, 2012, p. 
1; Frey & Eitzen, 1991, p. 504). In the words of Coakley (2004), 
Because sports are social constructions, they can be organized to reinforce or 
challenge ideas about many things. As people create sports, they organize them 
around sets of interrelated ideas about bodies, relationship, abilities, character, 
gender, race, social class, and other attributes and characteristics that they define 
as important in their lives. Usually the most popular forms of sports in a society 
reinforce and reproduce the ideologies favored and promoted by the people that 
have the most power and influence in that society. In the process, those ideologies 
become dominant and are used by most people to make sense of the world (p. 12). 
Tennis champion Andre Agassi drew comparisons between “his” sport and life: 
It's no accident, I think, that tennis uses the language of life. Advantage, service, 
fault, break, love, the basic elements of tennis are those of everyday existence, 
because every match is a life in miniature. Even the structure of tennis, the way 
the pieces fit inside one another like Russian nesting dolls, mimics the structure of 
our days. Points become games become sets become tournaments, and it's all so 
tightly connected that any point can become the turning point. It reminds me of 
the way seconds become minutes become hours, and any hour can be our finest. 
Or darkest. It's our choice (Agassi, 2009, p. 8). 
In today’s Western world, whether someone likes sport or not, s/he cannot escape sports 
culture. Indeed, sport is connected to major aspects of life, including but not limited to, 
the economy, the media, politics, education, and so on (Coakley, 2004). Using data from 
the International Social Survey Programme, Evans and Kelley (2002) conducted a multi-
dimensional analysis of national pride in various spheres of society. They found that a 
substantial majority of people in 24 nations of the developed world feel “proud” or “very 
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proud” of sport in their country (89% in the U.S., 91% in other developed English-
speaking nations and 80% in Germanic countries). The analysis even revealed that in all 
three regions, people felt more pride toward their countries’ achievements in sport than 
other important spheres, such as art, literature or economy. This is not very surprising 
considering how much time and money western societies invest into sports, as is 
evidenced by international sporting competitions or regional, national and continental 
sports leagues. 
A good case in point is the Olympics, which gather thousands of athletes from 
around the world every two years and are consistently followed by millions of people. 
Although there is no standardized measure of Olympic success to determine a country 
that “wins” the games, the medal table is constantly updated throughout the games and 
Olympic committees, media and others follow it with keen interest. This corroborates 
Boutilier and SanGiovanni’s (1983) statement that “competitive, aggressive, 
individualistic societies structure their sport to emphasize the glories of winning and the 
disgrace of losing” (p. 24). Frey and Eitzen (1991) as well as Rathke and Woitek (2007) 
contend that a country’s international status is deeply related to its athletic achievements, 
which explains why the medal count “becomes a measure of political legitimacy, of 
modernization, or of a people’s resolve” (Frey & Eitzen, 1991, p. 512). 
Accordingly, it is important to study sport in society because it is connected with 
many other aspects of social life, and “the structure or forms of behavior and interaction 
found in sport settings are similar to those found in other societal settings” (p. 504). 
Among those, gender issues have become a major topic in sports research. In the words 
of Boutilier and SanGiovanni (1983), sport serves as a “microcosmic version of the 
  9 
society’s orientation toward women” (p. 24), and most of the existing literature makes it 
seem that gender is a binary concept in the sporting world (Boutilier & SanGiovanni, 
1983; Broucaret, 2012; Bryson, 1987; Davis & Weaving, 2010; Messner, 2007; Paechter, 
2006; Whannel, 2007). 
Indeed, once again taking the example of the most prestigious of all multi-sport 
international competitions, the Baron Pierre de Coubertin, founder of the modern 
Olympics, separated men and women from the start. In 1896, he declared that the 
Olympics should be an “exaltation of male athleticism” with “female applause as a 
reward” (as cited in Hargreaves, 1994, p. 209). As President of the International Olympic 
Committee (IOC), after 1928 he canceled women’s races longer than 200 meters. This 
decision was not reversed until 1960, when the 800-meter race was restored for women in 
the Olympics in Paris, France. The 400-meter race was introduced four years later in 
Tokyo, Japan and the first women Olympic marathon took place in 1984 in Los Angeles, 
California. To get there, barriers had to be broken down and it took many women to do 
so.  
Prominent female athletes globally: a brief history 
Among the most famous women to initiate change was a soccer team from 
England called the “Dick, Kerr Ladies,” after the weapons plant they worked at in 
Preston, Lancashire. When in 1914, the First World War broke out and men were sent to 
the front, many British women started working and they soon began playing pickup 
soccer games. Three years into the war in 1917, some women organized themselves into 
the first women’s football team in the country. They played to raise money for wounded 
soldiers, an initiative that quickly made them famous in their country. The Dick, Kerr 
  10 
Ladies made headlines for a while and decided to keep playing after the end of the war. 
They traveled to North America in the early 1920s to take on eight men’s teams, as they 
were unable to find women’s teams to play against. Their games were covered by local 
newspapers everywhere they played, but reporters did not hide their amusement, and 
some even implied that they did not deserve the three victories they got, suggesting that 
the male teams lost on purpose so the English women would win. Although the team 
played until the mid-1960s, it faced financial problems early on and the “first wave of 
women’s soccer” ended by 1925 (Pettus, 1998, p. 246). 
The 1920s were a decade of change for women’s sports as two ladies changed 
tennis, paving the way for athletes such as Billie Jean King, Martina Navratilova and 
Chris Evert: Frenchwoman Suzanne Lenglen and American Helen Will Moody. After 
winning Wimbledon every year she contended between 1919 and 1925 (she withdrew in 
1924 because of health problems), Suzanne Lenglen became famous on both sides of the 
Atlantic: 
Allison Danzig of the New York Times (dean of American tennis writers until his 
retirement in 1967) described her: “[...] Some called her shocking and indecent, 
but she was merely ahead of her time, and she brought France the greatest global 
sports renown it had ever known... She had brought the glamour of the stage and 
the ballet to the court, and queues formed at tennis clubs where before there had 
been indifference. She had emancipated the female player from layers of starched 
clothing and set the short hair style as well. [...] She had brought the game of 
tennis into a new era” (Lichtenstein, 1998, p. 60). 
In 1923, Helen Wills, a seventeen-year-old American player won her first United States 
Nationals. Quickly nicknamed “Little Miss Poker Face” by the press because she did not 
show her emotions (Fein, 2005), Helen Wills was seen as the only one who could beat 
Lenglen. The two players finally played against each other for the first (and last) time in 
1925 in Cannes, France. Suzanne Lenglen won the game 6-3/8-6 but the outcome did not 
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matter much. What made this match important was how the public reacted to it. The 
“long-distance rivalry” would finally end and no one wanted to miss it. Al Laney, a 
tennis writer for the New York Times and the International Herald Tribune, wrote in 1968 
that the game “probably could have filled Yankee Stadium” (Lichtenstein, 1998, p. 62). 
The players’ dual biographer Larry Englemann called the game “an international 
incident,” and described it as “history [that made] millions of people [want] to be part of 
it” (as cited in Lichtenstein, 1998, p. 62) Although admitting that it was just “a simple 
game of tennis,” writer and journalist Ferdinand Tuohy declared it “made continents still” 
(as cited in Lichtenstein, 1998, p. 62). In a nutshell, their fixture sparked “an upsurge of 
interest in tennis worldwide,” including women’s tennis (p. 63). 
At the time, tennis was not as we know it today: because professional players 
were not allowed to take part in Grand Slam tournaments (Roland Garros – or the French 
Open, Wimbledon, the United States Nationals – now U.S. Open – and the Australian 
Open), the true stars were all amateurs who were paid “under the table” (Howard, 2005, 
p. 37). Lenglen became the first female star to make the jump to professional tennis. As 
for Helen Wills – who became Helen Wills Moody in 1929 after her marriage to 
Frederick Moody, she stayed on the Amateur Tour to become “the first American-born 
woman to achieve international celebrity as an athlete” (Finn, 1998, para. 1).  
Another prominent sportswoman is Mildred Ella ‘Babe’ Didrikson, who, in 1938, 
became the first woman to compete in a Professional Golf Association (PGA) Tour event. 
But Babe Didrikson Zaharias was not just a golfer. She was one of the most complete 
female athlete to have ever lived (Schwartz, n.d.). Indeed, she achieved great success in 
golf (becoming the first woman to win more than $15,000 in a year in golf), and also in 
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track and field (she won two gold medals – in hurdles and javelin throw – and a silver 
one – in high jump – at the Olympic Games of Los Angeles in 1932), basketball (she 
scored as many as 106 points in a single game in 1950) and baseball (she pitched a whole 
inning for the Philadelphia Athletics against the Brooklyn Dodgers without allowing one 
hit in 1934, and 16 years later, in 1950, she struck out Joe DiMaggio, one of the best 
players of all-time). She also excelled in other sports such as bowling, tennis, diving, 
lacrosse and skating. Her outstanding performances made her woman athlete of the year 
six times (selected by the Associated Press), and in 1950, she was voted Greatest Female 
Athlete of the First Half of the Century (Sparhawk, Leslie, Turbow, & Rose, 2003). 
Didrikson is also one of the founders of the Ladies Professional Golf Association 
(LPGA), the oldest ongoing women’s professional sports organization in the United 
States. 
Diagnosed with cancer in 1954, Didrikson went through surgery and made a 
comeback on the golf professional circuit a few months later. That year, she won the U.S. 
Women's Open championship, making it one of the greatest comebacks in the history of 
sports (Sparhawk et al. 2003). But in spite of her amazing records in golf and other 
sports, Babe Didrikson Zaharias was often criticized by the press for her lack of 
femininity (Schwartz, n.d.).  
Women have come a long way since Coubertin’s or even Babe Didrikson’s days. 
The gender gap in sport participation has decreased over time in all four countries studied 
(Ifedi, 2005; Irick, 2012; Ministère des Sports, 2012; Sport England, 2005; WSF, 2009), 
and the number of female events and athletes has not stopped increasing in both summer 
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and winter Olympics (IOC, 2012) to reach an all-time high of 136 events and 4,862 
participants in 2012, which represented almost 45% of the athletes who went to London.  
Despite this, research shows that female athletes are still expected to be feminine 
(Aitchison, 2007; Banet-Weiser, 1999; Baroffio-Bota & Banet-Weiser, 2006; Broucaret, 
2012; Bryson, 1987; Nelson, 1991), while men are generally expected to play ‘real 
sports’ (e.g. football or ice hockey in which aggressiveness, power, strength and contact, 
or even violence come into play) and be competitive (Connell, 1993; Messner, 2007; 
Whannel, 2007). This inequality that remains is, in part, due to the social construction of 
gender identity in sport.  
Gender and sports 
Gender identity is more than the biological differences between male and female; 
it is not even “entirely contingent upon the individual’s biological sex” (Shiveli & De 
Cecco, 1977, p. 41). Gender identity is understood to refer to one’s “self-perceived 
endorsement of masculine and feminine personality traits” (Palan, Areni, & Kicker, 1999, 
p. 363). It is thus possible for people who are biologically female to feel male, and vice-
versa, which explains the existence of transgender individuals. Mikkola (2012) explains 
that the distinction between “sex” and “gender” spread in the 1970s, when second-wave 
feminists wanted to differentiate biological differences (sex) from social, cultural and 
psychological differences (gender). As such, gender identity has to do with the notions of 
masculinity and femininity, how each person views his or her self, and how he/she 
understands how others view him/her. It has been a research issue for years, and 
researchers have yet to agree on a single theoretical definition of either ‘masculinity’ or 
‘femininity.’ These difficulties researchers face in defining masculinity and femininity 
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are further complicated by the fact that one cannot be defined without its relation to the 
other (Paechter, 2006; Whannel, 2007).  
The sports universe offers a unique perception of gender identity because it is 
often characterized as a masculine world (Aitchinson, 2007; Bryson, 1987; Hall, 1987; 
Messner, 2007). As Davis and Weaving (2010) explain, “sport is a site for the 
reproduction of masculine character qualities esteemed in patriarchal society and 
critiqued in feminism. These qualities include aggression, competition, instrumental 
(goal-directed) rationality, the repression of pain, and the repression of emotion” (p. 1). 
As a result, gender identity in sport is generally considered to be a two-dimensional 
model (masculine features on one hand and feminine elements on the other), with very 
little room –if any – for deviant individuals (Aitchison, 2007; Broucaret, 2012; Bryson, 
1987; Davis & Weaving, 2010; Messner, 2007). When “introducing discourses of 
masculinities, femininities and sexualities”, Cara Carmichael Aitchison (2007) explains 
that sport is 
an ambiguous site of visible and marked embodied identities where the discourses 
of power that are dominant within wider society can often be exaggerated to 
construct sporting arenas as veritable prisons for those marginalized as ‘Other’ in 
everyday life. Thus, sport can be criticized as being the last great bastion of 
homophobia, racism and nationalism within contemporary western society (p. 1). 
Hence, in the world of sports, gender identity is constructed as a duality based on the 
stereotypical views of femininity and masculinity, even though it is agreed upon that 
these socially constructed concepts do not reflect today’s real world (Aitchison, 2007; 
Connell, 1993; Messner, 2007; Whannel, 2007). Because of this duality that remains in 
the sports universe though, masculinity and femininity, often referred to as hegemonic 
masculinity and femininity (Kian, Mondello, & Vincent, 2009; Messner, 2007), are 
perceived as distinct, different and opposed (Aitchison, 2007; Broucaret, 2012; Bryson, 
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1987; Davis & Weaving, 2010; Messner, 2007). Furthermore, researchers argue, this 
duality privileges males to the detriment of women (Bryson, 1987; Hall, 1987). As 
Messner (2007) argues, 
sports is an important organizing institution for the embodiment of masculinity. 
Here, men’s power over women becomes naturalized and linked to the social 
distribution of violence. Sports, as a practice, suppresses natural (sex) similarities, 
constructs differences, and then, largely through the media, weaves a structure of 
symbol and interpretation around these differences that naturalizes them (p. 54). 
But more important than this subordination of women, Messner (2007) showed that not 
all men approach sports the same way. As Connell (1993) puts it, the meanings of 
femininity and masculinity “differ from one culture to another, and change (even in our 
own culture) over time” (p. 75). 
A good example is Messner’s essay on Masculinities (2007). In the 1980s, in an 
effort to understand male gender identity in sports Messner interviewed 30 men, who, at 
some point in their lives, had athletics careers. By analyzing these interviews, he reveals 
that “white middle class men” (p. 58) eventually lose interest in professional sports 
because, in their social class, it is better to express success and masculinity through an 
academic career than on sports field. On the other hand, men from lower status 
background receive more respect if they are athletes, and sports allows them to compete 
with other men from a higher social status and prove that they are just as powerful and 
dominant (i.e. masculine) as them. In spite of some undeniable differences, Messner also 
finds that all “traditional masculinities” share similar main values – such as 
aggressiveness, competitiveness and heterosexuality – and the same goal: prove 
supremacy over both women and other men (Connell, 1993; Messner, 2007; Whannel 
2007). 
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Meanwhile, women are expected to practice sports that require characteristics 
deemed more feminine, such as grace, finesse and flexibility (Aitchison, 2007; Banet-
Weiser, 1999; Bryson, 1987; Kane & Greendorfer, 1994; Nelson, 1991). In this way, 
sport thus reinforces traditional gender ideals, opposing masculinity and femininity the 
same way male and female are opposed: the presence of one implies the absence of the 
other (Deaux, 1985), meaning there is no room for ‘gray areas.’ This explains why 
Aitchinson (2007) described the sports world as the “last great bastion of homophobia” 
(p. 1). 
Media research suggests that the media coverage of sports tends to perpetuate this 
dichotomous gender dynamic by generally showing female athletes under a feminine 
light as opposed to their portrayal of powerful male athletes (Adams & Tuggle, 2004; 
Boutilier & SanGiovanni, 1983; Duncan et al. 1990; Duncan & Messner, 1994; Duncan 
& Messner, 2000; Duncan & Messner, 2005; Kane & Greendorfer, 1994; Messner & 
Cooky, 2010).  
MediaSport 
The media and sports both have a huge place in the American society. Bryant and 
Holt (2006) argue that the sport-media relationship is special because sports need media 
to grow and vice-versa. When looking at the history of sports in the American society, it 
is hard to disagree with such a statement. 
Indeed, to gain popularity, a sport must be visible, which necessitates media 
attention. At first, media exposure meant getting print coverage. The development of the 
telegraph definitely helped the sports industry in getting more coverage, because it added 
“increased timeliness to the content of newspapers,” (Bryant & Holt, 2006, p. 29), which 
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eased the nationalization of professional sports. Radio then became an important medium 
of communications. It particularly had a major impact on the sport industry in the 1920s, 
helping it reach what is now called The Golden Age of Sport. 
As the decade of the 1920s progressed, Americans began to embrace radio 
broadcasting. In 1922, only 1 in 400 homes owned radio receivers. By the end of 
the decade, radio had penetrated 1 in 3 households. […] The ability for 
nationwide transmission of sports soon followed. This advancement helped 
develop national fan basis for collegiate and professional teams, but it also served 
as an important diversion for millions of families who were hurting during the 
nation’s financial crisis (Owens, 2006, p. 120). 
Before television, another new technology that helped the nationalization of sports was 
the newsreel. Even though the invention of the movies dates back to the 1890s, movie 
theaters did not blossom until three decades later. 
In the 1920s and 1930s, newsreels became a standard part of America’s new 
Saturday pastime of going to the movies. […] Among the most popular newsreel 
features were clips from sporting events, and sports reels helped nationalize sports 
by visualizing major sports heroes who had never before been seen by sports fans 
outside of the cities where they played (Bryant & Holt, 2006, pp. 29-30). 
Television then came along. The very first television coverage of a sporting event in the 
world was the Berlin Olympics in 1936 (Large, 2007). Television started playing a major 
role in the American sports industry in the 1960s and in return, sports played a major part 
in the television boom (Bryant & Holt, 2006; Sullivan, 2006). As technology improved, 
several professional leagues signed multi-million-dollars deals with television networks. 
On the one hand, television networks had fairly-easy-to-produce sports programs to rely 
on, especially on weekends, and the popularity of sports insured them large audiences, 
which in the broadcasting world means advertising revenue. On the other hand, television 
rights fees and media exposure brought teams and leagues financial success and 
sponsorships (Bryant & Holt, 2006). 
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A similar timeline can be found in England, where the first televised football 
match aired on the BBC in 1937 (“Happened on This Day,” 2002). The first yearlong 
contract was signed more than two decades later between ITV and the national football 
(soccer) league to air the 1960-61 season (Imlach, 2005). The French have also witnessed 
how much sports and television could bring to one another. Former French swimmer 
Monique Berlioux, who also happens to be a former director of the IOC, said “television 
and sport were not born together. Nevertheless, they have been growing side by side for 
half a century” (as cited in Brochand, 1992, p. 25). In France, the first national event 
televised live was the finish of the 1948 Tour de France. As soon as the late 1950s, soccer 
matches aired occasionally on French television, including the 1958 World Cup held in 
Sweden (Brochand, 1992). 
Considering the impact of sports on society as well as the special relationship 
between sports and media, and knowing the effect media content can have on people, 
studying the framing of sports coverage is essential.  
Framing theory 
Framing has been used in many different ways and across several disciplines, 
including mass communication. Its origins are often linked to Goffman (1974), who 
suggested that framing was the process of observing and interpreting events through 
one’s personal perspective. As such, in journalism, framing refers to the fact that 
communicators shape news through a selection, exclusion and emphasis process 
(Entman, 1993). In media research, McQuail (2010) explains, framing is 
A term with two main meanings. One refers to the way in which news content is 
typically shaped and contextualized by journalists within some familiar frame or 
reference and according to some latent structure of meaning. A second, related 
meaning concerns the effect of framing on the public. The audience is thought to 
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adopt the frames of reference offered by journalists and to see the world in a 
similar way (p. 557). 
Chong and Druckman (2007) say “the major premise of framing theory is that an issue 
can be viewed from a variety of perspectives and be construed as having implications for 
multiple values or considerations” (p. 104). Dewulf, Gray, Putnam and Bouwen (2011) 
go further, defining frames as “biased representations of the external world [which] 
capture what people believe is external reality” (p. 9). In the same vein, Entman (1993) 
defines framing as selecting “some aspects of a perceived reality and [making] them 
more salient in a communicating text, in such a way as to promote a particular problem 
definition, causal interpretation, moral evaluation, and/or treatment recommendation” (p. 
52). Entman also specifies that an issue is framed not only by the information selected, 
but also by the content that is ultimately excluded because the information provided 
diverts the audience’s attention away from the information that is withheld. Fortunato 
(2001) explained the difference between exposure framing methods and portrayal 
framing methods more precisely: 
Exposure becomes a method of framing the issue through characteristics such as 
frequency, placement, and the amount of time and/or space devoted to an issue 
within the entire scope of the mass media organization’s production. Portrayal 
framing methods are how the organization’s production staff presents the content 
about a topic to the audience (p. 35). 
Tewksbury and Scheufele (2009) offered a suitable analogy to the idea of media framing 
by comparing the process to an artist choosing a frame for his or her artwork. Artists do 
so very carefully because they know a frame can affect how their artwork is seen and 
understood. Journalists and editors go through a similar process, hence making some 
aspects of a story more salient than others, although they may do so subconsciously. 
Scheufele and Tewksbury (2007) also explain that framing is a necessary step for 
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journalists to “reduce the complexity of an issue” (p. 12). As such, in order to turn 
complicated matters into easy-to-understand news stories, communicators rely on 
common schemas that are accepted by society as a whole (Scheufele & Tewksbury, 2007; 
Shoemaker & Reese, 1996). This would explain why “frames remain relatively stable 
over long periods of time” (Dewulf et al., 2011, p. 9). 
Sports being a highly gendered space in which masculine hegemony prevails, 
these framing schemas include traditional gender stereotypes (Adams & Tuggle, 2004; 
Boutilier & SanGiovanni, 1983; Duncan et al., 1990; Duncan et al., 1991; Kane & 
Greendorfer, 1994; Messner & Cooky, 2010). Studying the framing of women in the 
media in general, and in sports media in particular, is important because “framing theory” 
usually refers to the effect media frames have on the audience. 
As McQuail (2010) explains, framing theory suggests that through frames, mass 
media strongly influence what the audience learns. In other words, framing theory 
includes the hypothesis that an audience adopts journalistic frames as references and thus 
tends to have similar worldviews. When it comes to sports, some scholars argue that the 
lack of women’s sports coverage in the media, and the poor treatment of female athletes 
when they do appear in the media influence women’s decision to participate in sport or 
not (Coakley, 2004; Hardin, 2009a). Postulated that sport is believed to prepare 
participants for many challenges in life, be they mental or physical (Edwards, 1973). 
Chong and Druckman (2007) found that frames, especially when they are 
repeated, have much more impact on the general public than they do on the people who 
know about the topic at hand. Taking the example of women’s athletics, it means that an 
individual who is not interested in seeking out news about women’s sports or female 
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athletes and whose only knowledge about the topic comes from the media will be more 
likely to accept the repeated media frames as the one (and probably only) perspective 
compared to someone who is interested in women’s athletics, and seeks out information 
through other means. By corroborating hegemonic masculinity and treating women’s 
sports poorly, media influence the general public into thinking that women’s sports do 
not matter (Coakley, 2004; Cunningham, 2003; Duncan, 2006; Kane & Greendorfer, 
1994). 
Traditional media’s gender framing in sports coverage 
In all four countries studied, traditional media cover overwhelmingly more men’s 
sports than they do women’s sports. In Cramer’s (1994) words, the amount of women’s 
sports coverage is “at best sporadic and at worst non existent” in traditional mass media 
(p. 173).  
The symbolic annihilation of women’s sports. First, in print, Boutilier and 
SanGiovanni (1983), and Lumpkin and Williams (1991), who both looked at Sports 
Illustrated, “the most widely read sports magazine in the United States” (Lumpkin & 
Williams, 1991, p.16), found that the magazine rarely included coverage of women’s 
sports. It could be argued that Sports Illustrated targets a male audience, which would 
explain these findings. However, analyzing the images of professional athletes in 
multiple mass circulation magazines, including sports magazines such as Sports 
Illustrated and Tennis Magazine, news magazines Time and Newsweek, and a variety of 
other magazines, such as Reader’s Digest or People, Hilliard (1984) reached similar 
conclusions, finding the publications studied gave more prominent coverage of men’s 
athletics than of women’s athletics. 
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American newspapers are no different. Eastman and Billings (2000) found that 
“men’s sports received almost 5 times as much space as women in USA Today and a 
staggering 10 times as much space as women in the New York Times” (p. 202) while 
Duncan et al. (1991) revealed that only 3.5% of stories published in the sport section of 
four daily newspapers (USA Today, the Boston Globe, the Orange County Register and 
the Dallas Morning News) were about women’s athletics. 
Canadians do not fare much better as women are the focus of less than 10% of the 
sports print coverage (McGregor, 2000; Van Beurden & MacNeil, 2006). Theberge 
(1990) even went as far as saying that according to media coverage, “on a typical day in 
Canada, women’s sport for the most part doesn’t happen” (p. 391). The sole exception to 
this inequity happens during the Olympic games, a time when international media pay 
more attention to women’s sports and female athletes (Adams & Tuggle, 2004; Capranica 
et al., 2005; Quin et al., 2010; Redman et al., 2010; Vincent et al., 2002; Wensing & 
MacNeill, 2010). In their content analysis of the 1996 Atlanta Olympics, Vincent et al. 
(2002) found that coverage of Canadian sportswomen represented almost a third of all 
Olympic coverage. The same figure was 22.7% during the 2004 Olympics in Athens 
(Wensing & MacNeill, 2010). However, Wensing and MacNeill, who focused on only 
one major newspaper (the Toronto Star) also found that a mere 27.6% of Olympic 
coverage was about men’s sports, while 49.7% was either mixed or neutral. In other 
words half of the Olympic coverage consisted of stories about both male and female 
athletes (“mixed” stories) or about non-gender related Olympic issues, such as the 
opening or closing ceremonies and security during the games (“neutral” stories). 
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There has been very little research on how much media coverage female 
Olympians get in Great Britain, but the literature points toward the same tendency as in 
the United States and Canada, i.e. women’s sports get more coverage during the 
Olympics (Redman et al., 2010). For instance, Alexander (1994) studied the Olympic 
coverage of seven national newspapers (the Guardian, the Independent, the Telegraph, 
the Express, the Mail, the Mirror and the Sun) during the 1992 Barcelona games and 
found that about a quarter of the Olympic coverage was about women’s sports – 24% of 
headlines, 22% of written lines and 27% of pictures. A more recent study that focused on 
the coverage of the 2004 Olympics in Athens in the Sun and the Times revealed similar 
findings as 25% of the articles and 36% of the photographs were dedicated to female 
athletes and women’s sports (Redman et al., 2010). However Redman et al. (2010) also 
found that less than 1% of the non-Olympic sports coverage in those publications was 
about women’s sports. 
In order to get a better idea of the state of women’s sports media coverage in the 
United Kingdom, the Women’s Sport and Fitness Foundation (WSFF) looked at the 
sports pages of all the national daily newspapers on three random days in March 2008. 
They found that only 2% of sports articles (28 of 1,482) were dedicated to women’s 
athletics (WSFF, 2008). The same figure was even lower (only 0.5%) when Bernstein 
(2002) looked at the sports coverage in the Sun. Nevertheless, in the same study 
conducted in 1998, Bernstein found that 10.9% of sports articles in the Times were about 
women’s athletics. 
In France, Brocard (2000) found that only 21.6% of the media coverage of the 
track and field world championship were dedicated to women’s events. The gap was even 
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wider when focusing on the major event of the championship, i.e. the two 100-meter 
races (one per sex). Indeed, less than 7% of the 100-meter races coverage was about the 
women’s race. Focusing on the 2000 Sydney Olympics, a group of European researchers 
looked at the Olympic coverage of –among other European publications– three French 
newspapers: L’Equipe, Le Figaro and Libération. They found that 63% of the Olympic 
coverage was about men’s events, with only about half as much (34.2%) about women’s 
competitions (Capranica et al., 2005). Four years later, Quin et al. (2010), who looked at 
two newspapers (Le Monde and L’Equipe) revealed that less than a quarter of the 
Olympic coverage was dedicated to women’s sports. As for non-Olympic sports during 
the same period, only 5.75% of that content was about women’s athletics. 
Research has also shown similar disparities for television coverage (Adams & 
Tuggle, 2004; Alexander, 1994; Duncan et al., 1990; Duncan & Messner, 1994; Duncan 
& Messner, 2000; Duncan & Messner, 2005; Messner & Cooky, 2010) despite the fact 
that some women’s sports have the power to attract an audience (Brown & Bryant, 2006; 
Lafayette, 1997). Five American studies about televised women’s sports coverage 
sponsored by the LA84 foundation were conducted between 1989 and 2009, using a 
sample of three Los Angeles network affiliates (KNBC, KCBS and KABC) during three 
two-week segments (for a total of six weeks of data). These studies revealed an increase 
in the coverage of women’s sports between 1989 and 1999 – from 5% to 8.7% (Duncan 
& Messner, 2000), but a dramatic decrease since 1999 – from 8.7% in 1999 to 1.6% in 
2009 (Messner & Cooky, 2010). 
However, this gender gap is almost non-existent during the Olympics - about 45% 
of Olympic coverage has been for women’s sports on NBC in all summer Games since 
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1996 (Davis & Tuggle, 2008). Nevertheless, further analysis reveals that most of that 
coverage has been devoted to sports that are socially acceptable for women because they 
demonstrate the agility and elegance “‘natural’ to women” (Baroffio-Bota & Banet-
Weiser, 2006), such as gymnastics. This difference in coverage between team sports, 
most of which are considered masculine, and acceptable individual sports was noticed as 
early as the 1980s by Bryant (1980, as cited in Tuggle, 1997) and Boutilier and 
SanGiovanni (1983). This is only one thing among many that differentiate women’s 
sports coverage from men’s sports coverage.  
Gender differences in the production of sports coverage. Besides the silent 
treatment reserved for women’s sports (outside of Olympics coverage), other gender 
differences have been found in sports coverage. First, while the choice of the storyline 
generally focuses on athletics for men’s sports, it is sometimes not performance-related in 
women’s athletics. As Duncan & Messner (2000) 
explain most of the few reports on serious women’s sports (like basketball, tennis, 
golf or soccer) were fairly brief, the occasional more in-depth women’s sports 
story was often a gag feature or a story on a marginal, but visually entertaining 
pseudo sport (p. 16). 
To illustrate this finding, Messner and Cooky (2010) gave the example of a twenty-four 
second-long story about a woman’s bra with a special hidden feature: it unfolds into a 
small synthetic green for those who love golf and want to practice their putts. The story 
was the only story about female athleticism in the broadcast of KNBC that day. 
Furthermore, even when the story is about a serious women’s sports event, such 
as the Olympics, the angle tends to take the story away from the sports world. A recent 
example is when college soccer player Elizabeth Lambert made highlights in the United 
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States and other countries after she assaulted an opponent on the field by pulling her hair 
(Messner & Cooky, 2010).  
Second, the production value of women’s sports has also been found to be less 
than that of men’s sports. For instance, on television, pregame and postgame shows are 
generally longer for men’s athletics than for women’s athletics. Additionally, the use of 
slow motion and instant replays are much more frequent in men’s sports than in women’s 
sports, and so is the use of statistics (Duncan & Messner, 2000). Moreover, gender 
marking is common for women, but it is not when it comes to men’s sports, as the LA84 
studies have demonstrated. For example, while the men’s Final Four is often referred to 
as “the Final Four” on television, the women’s Final Four remains “the women’s Final 
Four” (Duncan & Messner, 2000). Finally, women’s sports stories tend to be shorter than 
men’s and they are often pushed back toward the end of a broadcast. ESPN’s SportCenter 
for instance never started with a story about women during Adams and Tuggle’s (2004) 
month-long analysis of the show.  
This difference of production value is not confined to television. Christine Baker 
(2008), noticed that WNBA press boxes were often occupied by “young sports writers” 
for whom the women’s basketball league was merely a “meal ticket,” while the NHL or 
the NBA were offseason. She explains: they “had no real interest in covering the WNBA 
as a career. They wrote articles about the WNBA because their editors wanted them to 
practice their skills in order to make the “jump” to men's professional sports” (p.151). 
Finally, previous researchers have also detected a gender gap in the type of sports 
coverage – in addition to the ones found in the amount and the production value of such 
media content. 
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Hypermasculinization vs. hyperfeminization and infantilization. As predicted 
by framing theory, media often rely on gender stereotypes when covering sports. For 
instance, the commentators are criticized for giving more importance to emotions when 
they cover women’s sports compared to when they talk about men’s sports: 
Men players were said to achieve victory through controlled, but passionate 
aggression against the opponent. By contrast, women players were said to achieve 
victory through individual compassion (often for an injured or recently deceased 
teammate or relative) that eventually bonds the team into a family (Duncan & 
Messner, 2000, p. 8). 
In other words, male athletes are hypermasculinized. In a study conducted in 1999, for 
which key telecasts of popular sports leagues – such as the NFL and the NBA – as well as 
popular highlights shows – mainly ESPN’s SportsCenter – were analyzed, Messner, 
Dunbar and Hunt (2007) found that aggressive play and toughness are “consistently 
lauded” by men’s sports commentators (Messner, 2007, p. 146). In contrast, these same 
commentators lament the “negative consequences of playing ‘soft’ and lacking 
aggression” (p. 145). The study’s findings also revealed that violent actions (such as 
fights or altercations) were “overemphasized” in men’s sports coverage, with announcers 
often taking a “humorous ‘boys will be boys’ attitude” when discussing them, or even 
using them as a “teaser” to excite audiences (p. 147). 
On the other hand, media tend to highlight traditional feminine traits when 
covering women athletes (Knight & Giuliano, 2003; Lenskyj & Kane, 1998). Some found 
that female athletes are often referred to in their roles as girlfriends, wives or mothers 
(Duncan & Messner, 2000; Messner & Cooky, 2010), while Baroffio-Bota and Banet-
Weiser (2006) found women athletes’ clothing or sense of fashion is often discussed in 
the media, but the topic is rarely explored in relation to male athletes. Commentators are 
  28 
also found at fault because they employ more “power descriptors” in men’s sports, while 
they use “primarily aesthetic terms” for women’s (Duncan & Messner, 2000, p. 10-11). 
Many scholars also denounce the objectification of athletes in the media, which 
once again is tailored to the biological sex of the athlete. Most of the time, for objectified 
male athletes, “bigger is better” (Houck, 2006, p. 550), once again tapping into the idea 
that masculine men must be strong. In contrast, female athletes, Schell (n.d.) explains, are 
sexualized through “unblemished skin, slender and toned physique, and long blonde 
hair,” all aspects of traditional “feminine beauty” (The Sexualization of Women Athletes 
section, para. 2). The hypersexualization of female athletes is particularly well 
documented, and has been since the 1980s (Baroffio-Bota & Banet-Weiser, 2006; 
Bernstein, 2002; Christopherson, Janning, & McConnell, 2002; Duncan & Messner, 
1998; Duncan & Messner, 2005; Hardin et al. 2002; Hilliard, 1984; 1Vincent, Pedersen, 
Whisenant, & Massey, 2007). For instance, published women’s sports photographs are 
often of beautiful and glamorous female athletes, suggesting that they are the only ones 
“worthy of being pictured” (Schell, n.d., The Sexualization of Women Athletes section, 
para. 2). By emphasizing “attractiveness rather than athletic skills” (Bernstein, 2002, p. 
420), the media frame female athletes “as sexual objects available for male consumption 
rather than as competitive athletes” (Schell, n.d., The Sexualization of Women Athletes 
section, para. 1). 
Once again, the coverage might be “fairer” to female athletes during the 
Olympics. Hardin, Chance, Dodd, and Hardin (2002) conducted a content analysis of four 
Florida dailies (The Gainesville Sun, The Florida Times Union, The Orlando Sentinel and 	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The Tampa Tribune) and one national newspaper (New York Times) from September 15 
to October 1, 2000. They found no significant gender difference in the quantity of 
pictures, and concluded that these pictures did not emphasize sexual difference. However, 
this finding goes against most of the literature as the sexualization of the female athlete 
has been a consistent finding in both still and moving visuals for decades (Boutilier & 
SanGiovanni, 1983; Duncan & Messner, 2000; Hardin et al., 2002; Hilliard, 1984; 
Messner & Cooky, 2010).  
Last but not least, the naming of the athletes has been a divergence point in sports 
coverage: women athletes are often called “girls” and/or by their first names while male 
athletes are never called “boys” and are mostly referred to by their full or last names. 
This, Duncan and Messner (2000) maintain, echoing Halbert and Latimer (1994), 
infantilizes female athletes, an argument that is easily defendable based on language 
research. Indeed, “language is never neutral. [It] both reflects and reinforces gender 
inequalities” (Messner, Duncan, & Jensen, 1993, p. 132). With that in mind, what 
separates women from girls is age (Miller & Swift, 1988) and girls are perceived as more 
immature and less independent than women are (Kitto, 1989). Halpert (1988) thus 
concludes that calling a female athlete in her twenties a woman is much more appropriate 
than calling her a girl.  
Therefore, these portrayals suggest “the compatibility of the athlete and 
traditional masculine roles while emphasizing the incompatibility of the athlete and 
traditional female roles,” reinforcing the idea that the sport world is a “male preserve” 
(Hilliard, 1984, p. 260). Similar results have been found in studies of online women’s 
sports coverage, a relatively new field. 
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Bringing the research online 
Most of the existing research on the gendered coverage of sports has been 
conducted in traditional media (mainly print and television), but the Internet has become 
an integral part of our society, as evidenced by the Pew Institute’s statistics: while 
television is still the number 1 medium for news in the United States, the Internet is 
closing the gap as the number of Internet news consumers keeps increasing (Pew 
Research Center, 2011). There are similar increases in Internet news consumption in the 
three other countries studied: 41% of adults in the United Kingdom claim using the 
Internet as a news platform at least some of the time in 2012, up from 27% in 2007 and 
15% in 2002 (Ofcom, 2012). 
In Canada, while television remains the population’s primary medium to get 
news, 52% of people claim finding the news and information that interest them most 
online, suggesting that, there too, audiences are turning toward the Internet for news 
(Hermida, 2011). Finally, in France, only 7% of people used print publications as their 
main source of information for the 2012 Presidential election while twice as many 
claimed to use the Internet. For the previous Presidential elections in the country in 2007, 
these numbers were respectively 10% and 5% (Brouard & Zimmermann, 2012).  
Because this growth of online news consumption is recent, sports media research 
on the Internet is still in its infancy (Kian & Clavio, 2011), and very little research has 
been conducted on the coverage and exposure of women’s sports and female athletes 
online, and only a very small part of that research has focused on the websites of 
traditional media companies (e.g. ESPN, which was originally only a television network). 
Cunningham (2003) was the first to offer “A New Look at an Old Problem” by 
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quantitatively analyzing the content of NCAA men’s and women’s tennis websites. He 
found that women received greater coverage than men in both the number of press 
releases and in their length. However, other analyses have confirmed the gender gap and 
the hegemony of male sports discussed in past literature. 
Sagas, Cunningham, Wigley and Ashley (2000), who focused on 52 different 
universities baseball (men) and softball (women) websites revealed that baseball websites 
were “routinely updated in a more timely manner” than softball sites for scores and 
statistics (p. 201). Cooper and Cooper (2009) chose a multisport approach and collected 
their data from 30 NCAA Division I homepages. They found that if the inequity in the 
number of articles is not as important as in traditional media (60% are devoted to men’s 
athletics and 40% to women’s athletics), there is still a difference in production value as 
almost 80% of multimedia content were about men’s sports.  
These three content analyses concentrated on universities’ or the NCAA’s 
website, which Cooper and Cooper (2009) classify as non-profit, knowing that, they add, 
research has demonstrated that there is a difference in the amount of women’s sports 
coverage by for-profit organizations, and non-profit. There has not been much studies of 
for-profit websites though. Kian et al. (2009) analyzed the websites of ESPN and CBS for 
the coverage of March Madness. According to the findings, CBS upheld the hegemony of 
male athletics with more than 90% of articles dedicated to men’s sports. Meanwhile, 
almost 40% of ESPN’s March Madness coverage was devoted to women. Although these 
statistics need to be examined with the caveat that ESPN had the television rights to the 
women’s tournament, this study hints at the capacity of online news media to challenge 
masculine hegemony. 
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This challenge is more likely to happen online than in traditional media, as Kian 
and Clavio (2011) later found by looking at framing differences in the coverage of the 
2007 U.S. Open between three mainstream newspapers (Los Angeles Times, New York 
Times, and USA Today) and three Internet sites (ESPN, Fox Sports and Sports 
Illustrated). They explain: “the online sites examined challenged hegemonic masculinity 
in at least one respect by being significantly more likely to use descriptors on 
psychological strengths in articles on women’s tennis than those published in newspapers 
on women’s tennis” (p. 73). 
However, the study also showed that even online the men’s tournament was given 
more than twice as much coverage as the women’s tournament (48.2% of online coverage 
was dedicated to the men’s game while 25% was about the women’s game), 
corroborating what the “symbolic annihilation” (Gerbner, 1972, p. 44) of female athletes 
sends a message to the audience that women’s sports are unimportant.  
Why this gender gap in sports coverage? 
As previously argued, sport is often viewed as a “microcosm” of society. It is thus 
not surprising that both market pressures and social forces, including feminist ideologies, 
are among the most common explanations for the gender gap in media sports coverage. 
Social forces, feminism and sport. Many feminists see sport as a patriarchal 
institution that oppresses women (Boutilier & SanGiovanni, 1983; Broucaret, 2012; 
Cahn, 1994; Messner et al., 1993). Indeed, this is directly related to some key feminist 
works, including French Simone de Beauvoir’s (1949/2010) The Second Sex, in which 
she concludes that men characterize women as the “Other:” 
humanity is male, and man defines woman, not in herself, but in relation to him-
self; she is not considered an autonomous being. [...] She is determined and differ-
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entiated in relation to man while he is not in relation to her; she is the inessential 
front of the essential. He is the Subject; he is the Absolute – she is the Other (p. 
6). 
De Beauvoir then delves deep into the history of women’s oppression, which Young 
(2011) defines as “the vast and deep injustices some groups suffer as a consequence of 
often unconscious assumptions and reactions of well-meaning people in ordinary 
interactions, media and cultural stereotypes” (p. 41). These “injustices,” she continues, 
can take five different forms: marginalization, exploitation, powerlessness, cultural 
imperialism and systematic violence. In sports, research has shown that women have 
been marginalized for decades. Historically, they were even prevented from participating 
in physical activity altogether because members of society believed it could damage their 
reproductive abilities (Cahn, 1994). 
Another prominent feminist figure wrote about the oppression of women. In The 
Feminine Mystique (1963), which possibly marked the start of second-wave feminism 
(Bradley, 2003), Betty Friedan wrote that women “were taught to pity the neurotic, 
unfeminine, unhappy women who wanted to be poets or physicists or presidents” (p. 15). 
Women, Friedan wrote, had to only devote their lives “to finding a husband and bearing 
children” to be considered successful (p. 15), implying that values of femininity include 
being passive and maternal.  
Because an athlete is by definition active and sport is a “supremely male activity” 
(Bryson, 1987, p. 349), female athletes are expected to be lesbians (Anderson, 2002). 
Former professional basketball player turned successful author, Mariah Burton Nelson 
(1991) states “homophobia in sports serves as a way to control women, both gay and 
straight” (p. 145). She explains that no matter her sexuality, a girl or a woman is 
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discouraged from practicing a traditionally masculine activity, like a contact or team 
sport, because she does not want to be labeled a homosexual. 
When women choose to practice such an activity, the lesbian label is almost 
“inevitable” when talking about women’s athletes (Russell, 2007, p. 108), and in a 
universe in which gender is understood as a binary concept (male and masculinity vs. 
female and femininity), homosexuals, no matter their biological sex, are often 
discriminated against (Aitchison, 2007; Anderson, 2002; Knight & Giuliano, 2003). As a 
result, homophobia often leads female athletes to do everything they can to appear 
feminine in the traditional sense in order to “protect themselves from prejudice and 
discrimination” (Krane, 2001, p. 120), as well as keep their sport away from unneeded 
controversy (Plymire & Forman, 2000). This would explain why female athletes accept 
being hyperfeminized in the media. 
Regarding the hypersexualization of athletes, French philosopher Maurice 
Merleau-Ponty (1944) points out a difference between body-object, which is how other 
people see one’s body, and body-subject, which means how one experiences his/her body 
(without necessarily being aware of it). Because “sport celebrates the human as body-
subject,” the fact that women are kept out of the sport universe “reinforces the female 
human as body-object” (Davis & Weaving, 2010, p. 1). This in turn favors the 
hypersexualization of female athletes often seen in the media (Duncan & Messner, 1998; 
Bernstein, 2002; Christopherson et al., 2002; Baroffio-Bota & Banet-Weiser, 2006).  
An oft-cited example that illustrates these social forces that favor the gender gap 
in sports coverage is the Super Bowl, the most-watched sports program broadcast on 
television. Real (1975) describes it as one of America’s “mythic” activities, “a collective 
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reenactment of symbolic archetypes that express the shared emotions and ideas” of 
American culture (p. 36). Langman (2003) concurs, saying it is “a key trope of American 
identity” (p. 69). What can we take away from this annual event? The focus is a battle 
between two groups of powerful and virile men, while women are left on the sidelines to 
entertain the crowd during breaks. The Super Bowl hence represents a patriarchal system 
of gender roles that is indicative of American culture (Creedon, 1994; Kane & 
Greendorfer, 1994). But the Super Bowl also epitomizes the concept of sport business, 
which brings along market pressures, another major argument for masculine hegemony in 
sport. 
Market pressures and women’s sport audiences. With more than $600 billion 
spent around the globe for athletics, sport is one of the largest industries in the world 
(Zygband, Collignon, Sultan, Santander, & Valensi, 2011). Factoring in the special 
relationship it shares with media, it is only natural that market pressures come into play 
when analyzing sports coverage, and a major aspect of market pressures pertains to 
audiences. Press editors and broadcast producers often argue that they base their decision 
on what their audience is interested in, adding that women’s sports is rarely of interest to 
their audience (Knoppers & Elling, 2004; Messner et al., 1993). Which came first – the 
public disinterest in women’s sports or their lack of quality coverage – remains unclear 
(Duncan, 2006; Messner et al., 1993), but women’s sports have struggled to find an 
audience among both sexes. 
Men and women consume sports media at different levels and in different ways 
(Gantz & Wenner, 1991). Although it is true that males generally consume sports media 
more than women do (Gantz & Wenner, 1991; Perse, 1992; Schultz & Sheffer, 2011), 
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more than half of the women in industrialized countries claimed to watch sports regularly 
in the mid-1990s (Cooper-Chen, 1994). More recently, Mongrain (2002) also found an 
increase in the number of women who “avidly follow professional sports” (para. 1). 
However, researchers have also consistently found that men and women tend to 
like different sports (Sargent, Zillmann, & Weaver, 1998), and that there are also gender 
differences in the reasons why people watch and follow sports (Gantz & Wenner, 1991; 
Whiteside & Hardin, 2011). Some scholars have suggested that these differences might 
be due to the gender dichotomy that remains in the sporting industry, which places the 
traditional ideals of masculinity and femininity in direct opposition (Gantz & Wenner, 
1991; Messner, 2007; Sargent et al., 1998; Whiteside & Hardin, 2011). 
For instance, Griffin (1998) and Lenskyj (2003) both argue that the reason men do 
not watch women’s sports is because it threatens their understanding and identification of 
masculinity. Meanwhile, research has shown that when women follow sports, they 
usually do so for two main reasons: they either want to socialize (e.g. with colleagues) or 
to spend time with their families (Trail, Fink, & Anderson, 2003; Whiteside & Hardin, 
2011). Because men do not often watch women’s sports, these purposes (of socialization 
or family time) can hardly be fulfilled through watching women’s athletics. Indeed, 
because men do not watch women’s sports, it is not a topic of discussion to create or 
reinforce social bonds between men and women. That is why, for some women, watching 
women’s athletics is not worth their time (Whiteside & Hardin, 2011). Despite this, 
women still support the idea that “women’s sports should receive more and better 
[media] coverage” (p. 138). That is why some seem to turn to new media, including 
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online social media, to try to narrow the gender gap in the sports media industry (Evans, 
2009; LaVoi, 2009). 
Sports and Social Media 
The importance of social networking in today’s world cannot be denied. In 
December 2011, social networking sites are used by 1.2 billion individuals around the 
world, reaching 82 percent of the world’s online population (“It’s a Social World,” 2011). 
Facebook even reached one billion active users, by itself, in October 2012 (Schroeder, 
2012). And contrary to popular belief, social networks are not limited to teenagers or 
young adults. In October 2011, 84.4% of 15-24 year olds and 83% of 25-34 year olds 
used social media, but the same figure remained right at about 80% for the three other 
age groups, even reaching 82.9% for individuals aged between 45 and 54 (“It’s a Social 
World,” 2011). 
With such a reach, it is no surprise that companies, including many sports 
organizations, use social media as online marketing tools. The effects of the use of social 
networks in the sports sector were researched as a case study in the 2009 Cincinnati 
Flying Pig Marathon. The study included analysis of Facebook, Twitter and Youtube. It 
found that the marathon increased its popularity thanks to social media, which resulted in 
several big companies offering sponsorship for the next year’s competition (Schoenstedt 
& Reau, 2010). 
The sporting industry has particularly embraced social media because they allow 
for much interactivity between athletes and/or teams with their fans (Hambrick, 
Simmons, Greenhalgh, & Greenwell, 2010; Hutchins, 2011; Pegoraro, 2010; Schultz & 
Sheffer, 2011). Interactivity is an essential feature of being human (Boyarski, 2010) but it 
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appears to have changed and evolved over time and with technological advancements 
(McMahan, Hovland, & McMillan, 2009). Today, it is central to social media, which 
Weinburg (2009) defined as “relating to the sharing of information, experiences and 
perspectives through community-oriented websites” (p. 1). Kaplan and Haenlein (2010) 
also highlighted the exchange of user-generated content and explained that social media 
are deeply related to Goffman’s (1959) concept of self-presentation, which states that 
people always have the desire to control the impressions other people form of them. 
Sometimes, this desire is driven by a wish to gain rewards from a social interaction. 
Other times, it is merely to create an image consistent with one’s personal identity. 
In today’s world, social networking sites give celebrities a new platform to 
present themselves, giving them the opportunity to control their own images better. 
Through their profile pages, they are now able to establish new ties with fans, reach out 
to additional potential supporters and exchange messages with the world (Ploderer, 
Howard, & Thomas, 2010). How these athletes use these new tools needs to be further 
researched.  
Sport, social media and brand building 
The Internet has become a sophisticated medium of global communication and an 
important marketing tool that gives promoters a way to reach more people than ever 
before. Internet World Stats reports that as of June 30, 2012, the web is used by more 
than 2.4 billion people around the world making the Internet the only medium to offer 
such a large audience for organizations to reach. Boyle and Haynes (2002) suggest that 
three key processes characterize the Internet: digitization, convergence and interactivity 
without the interference of traditional media gatekeepers. Digitization makes information 
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“easier to manipulate, distribute and reproduce” (p. 96), and hence is the reason why the 
Internet has brought a “new economic profitability” (Real, 2006, p. 184) by offering both 
low costs and a more global reach. Convergence suggests that people can now follow 
several events simultaneously through one medium only, something that was not possible 
with previous media (Boyle & Haynes, 2002, p. 97). Lastly, interactivity enables 
corporations to get feedback from consumers quickly and without intermediaries. 
This notion of interactivity was made ever more important by the Web 2.0, which 
despite its name doesn’t refer to a technical update of the Internet, but represents the 
“ideological and technological foundation” of user-generated content that is so central to 
social media (Kaplan & Haenlein, 2010, p. 61). Interactivity encourages corporations to 
communicate with consumers, instead of communicating to them (Solis & Breakenridge, 
2009), hence introducing a two-way communication system. As such, the web gives 
minor sports, including women’s sports, the opportunity to overcome financial barriers 
and address fans directly. 
The Internet has also allowed for smaller groups of people who share an interest 
to get together, build relationships and bond by creating online communities, in which 
promoters can participate in order to learn what consumers expect and/or want (Burt, 
2006; Solis & Breakenridge, 2009). Once created, an online community is committed to 
spread any information regarding its favorite sport team, league or athlete. Members do 
so through the creation of blogs and fan sites or by spreading the information in other 
online communities they are a part of (Woo, An, & Cho, 2008). This entails two things. 
First, traditional channels of mass media (newspapers, radio stations and television 
networks that also cover sports online) lost their monopoly on sports information (Butler 
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& Sagas, 2007). Second, fans who constantly “maintain their enjoyment of games” by 
expanding their online activism (Woo et al., 2008, p.171) allow for the “death of distance 
in sports fandom” (Real, 2006, p. 179). 
However, Grams (2011) argues the creation and rise of the Internet was only “the 
first great disruption” to brand-building practices because “a second Internet revolution 
began even more suddenly in the first few years of the twenty-first century with the mass 
popularization of user-generated content and social media tools” (p. 8). Weinburg (2009) 
concurs and discusses the effects of social media on marketing practices. Social media 
marketing, she writes, is “in a class of its own. […] It relates to a broad class of word-of-
mouth marketing that has taken the Internet by its horns” (p. 4). As such, the Web 2.0 and 
social media have transformed the interaction between sport fans and their sport idols 
(Özsoy, 2011). 
Accordingly, with social media, traditional marketing actions have been 
transferred to a virtual world that places consumers in the driver’s seat (Qualman, 2011; 
Solis & Breakenridge, 2009), resulting in a shift in the methods used to reach the goal of 
raising public awareness and sales of a brand and/or product. One of the major trends is 
an increased immediacy requirement felt by media workers (Kindred, 2010; Real 2006), 
which was accentuated by the creation of small portable devices with web access (Real, 
2006). For instance, Özsoy (2011) looked at both Facebook and Twitter to study the ways 
in which Turkish sports fans use social media to satisfy their passion for sports through a 
survey of 460 students. Fans participating in this research study stated that they used 
Facebook to follow sports news as frequently as they followed sports news on Internet, 
and one of the major reasons stated for the use of social media is the “opportunity to 
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follow instantly changing circumstances such as goals in a match and scores” (p. 174). It 
is worth noting that a recent web survey conducted by Schultz and Sheffer (2011) in the 
U.S., found that only a quarter of the 5,130 respondents used social media for sports 
purposes either regularly or occasionally, a stark contrast from the numbers found in 
Turkey. 
Even though immediacy has become a major element, many authors argue that 
the most important change is that, in contrast to ‘traditional’ promotion, online promotion 
does not consist of a monologue from a corporation to its consumers; it consists of a 
dialogue in which the consumers have the last word (Qualman, 2011; Solis & 
Breakenridge, 2009). Recent research suggests that the sports industry takes full 
advantage of this enhanced interactivity. 
Interacting with athletes.  
In the beginning of the Internet, fans could browse sporting content posted on 
their favorite team’s or athlete’s website. The only direct interaction available between a 
fan and his or her favorite stars was through e-mail or, if available, a message board. 
With Web 2.0 though, teams and individual athletes area use social media to get fans 
closer to the game (Pegoraro, 2010), which ties back to Real’s (2006) “death of distance 
in sports fandom” (p. 179), a concept to which fans seem to respond well because it 
allows them to feel more involved with their favorite athletes and/or teams (Coche, 
2013). 
Among the first to look at this new type of interaction between athletes and their 
fans, Kassing and Sanderson (2010) conducted a content analysis of cyclists’ tweets 
during the Giro, the annual cycling tour of Italy. Using parasocial interaction theory, 
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which refers to relationships that a media user establishes with a media figure, they found 
that cyclists’ tweets gave fans more insight into the sport in general and the race in 
particular. As a result, Twitter tended to enhance fans’ experience of the Giro, and also it 
increased immediacy (which, again, decreases the distance in sports fandom). Cyclists 
used Twitter “to comment on and share their opinions about a whole host of issues” 
(p.120), which added to and the cultivating of insider perspectives (cyclists gave some 
behind-the-scenes news) and the posting of pictures, videos, blogs and other external 
links fostered interactivity with their fans. 
Pegoraro (2010) also conducted a content analysis on Twitter. She analyzed 1,193 
tweets, which she collected over a 7-day period from 49 athletes across various sports. 
She concluded that Twitter is “a powerful tool for increasing fan-athlete interaction” (p. 
501). Indeed, 49.54% of the tweets included in her study consisted of responses to fans. 
Her study also revealed that athletes are predominantly talking about their personal lives 
rather than their business lives. This indicates that they are using social media to build 
different images than the ones they have when they are on the field or in press 
conferences. 
In a similar study, Hambrick et al. (2010) coded 1,962 tweets by professional 
athletes in six categories: interactivity (defined as “direct communication with fellow 
athletes and fans” (p. 460)), diversion (which refers to non-sports-related information), 
information sharing (defined as “insight into an athlete’s teammates, team, or sport” (p. 
460)), content (which includes exterior links to pictures, videos, and other Web sites), 
promotional (defined as “publicity regarding sponsorships, upcoming games, and related 
promotions such as discounted tickets or giveaways” (p. 460)), and fanship (which 
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happens when the athletes are discussing sports other than their own teams or 
teammates). Similar to Pegoraro (2010), Hambrick et al. (2010) found that interactivity 
(34%) and information not related to sports (28%) were the two most common types of 
tweets by professional athletes, totaling more than 60% together. Only 5% of the tweets 
were promotional. 
These studies suggest that the international sporting industry has embraced the 
opportunity for interactivity with its fans that social media have offered. As noted above, 
scholars have been documenting the ways in which traditional media have marginalized 
women’s sports and female athletes for decades. Hence, a question that has fed much 
debate recently is: will the explosion of social media platforms challenge the practices of 
traditional media and change the mediated exposure of women’s sports? 
Gender, Sport and Social Media 
Research has shown that men and women cover women’s sports differently 
(Hardin, 2009b). When covering female athletes, women tend to rely less on gender 
stereotypes than men do. Because in social media communicators can talk about anything 
they want, and thus ‘cover’ anything they want, it is very relevant to look at who those 
social media users are. 
Social Media Users. Recent research has shown there are important differences 
in the way men and women use social media. Online communities are central to social 
media, which “emphasize the collective rather than the individual” (Weinburg, 2009, pp. 
3-4). As a part of the Pew Internet and American Life Project, Fallows (2005) found that 
although young women were more likely to be online than young men, men in general 
were more connected and were also more likely to participate in online fan clubs or 
  44 
community groups than women. However, women were closing the gap. Today, this 
particular gender gap seems to have reversed. Indeed, in 2010, 56% of American social 
network users were women. In the same vein, the latest Pew Research data in February 
2013 revealed that 71% of American women used social networking sites but only 62% 
of their male counterpart did so (Duggan & Brenner, 2013). 
There are also gender differences in the kind of social networking platform used. 
In 2010, while LinkedIn had nearly twice as many male users (63%) as female ones 
(37%), the other sites had significantly more women than men. For instance, 58% of 
Facebook users and 64% of Twitter users were women (Hampton, Goulet, Rainie, & 
Purcell, 2011). Women make up about 82% of the more recent social network Pinterest 
(Finch, 2012). Nowicka (2012) tried to explore this gender difference on social media by 
looking at about 10,000 European consumers. She concluded that women are more 
socially inclined than men: while men write status updates and share their opinions, 
women use social media to interact with others and build their online communities. She 
thus came up with the following analogy: “Men are from Foursquare, women are from 
Facebook” (para. 1). 
According to Chou (2010), members contribute to online social media partly 
because of a sense of self-worth, which is correlated to their wish of being understood by 
others. Because of this, Schultz and Sheffer (2011) hypothesize that “women who feel 
stifled in the world of traditional sports media may turn to the social media for validation 
or to fill a content void” (Literature Review section, para. 4). Furthermore, the 
aforementioned ease of interaction brought by online social media also allows for an 
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increase in niche products, which Anderson (2006) had foreseen when he compared the 
Internet to traditional broadcast media: 
The great thing about broadcast is that it can bring one show to millions of people 
with unmatchable efficiency. But it can’t do the opposite – bring a million shows 
to one person each. Yet that is exactly what the Internet does so well. The 
economics of broadcast era required hit shows – big buckets – to catch huge 
audiences. Serving the same stream to millions of people at the same time is 
hugely expensive and wasteful for a distribution network optimized for point-to-
point communications. Increasingly, the mass market is turning into a mass of 
niches (p. 5). 
Here, Anderson suggests that to be successful online, one does not need “big buckets” or 
“huge audiences.” As a result, some wonder if the Internet and social media will help 
women’s sports level the playing field with men’s sports (Hardin, 2009a; Reeser, 2005). 
Will social media save women’s sports? Social media are playing an 
increasingly important role in sports consumption and women are increasing their sports 
consumption through social media (Schultz & Sheffer, 2011), but this does not 
necessarily mean that they are increasing their women’s sports consumption specifically. 
Hardin (2009a) explains that various findings of her research on online women’s sports 
indicate that “new media mimics old” (para. 13). She adds, women’s sports fans have 
been able to “find coverage and community through new media. […] But the fact remains 
that the vast majority of social networking around sports is dedicated to men and male 
athletes” (para. 12). 
In other words, Hardin suggests what Schoenstedt and Reau (2010) explicitely 
stated: “many social-media platforms reach only a niche audience and not necessarily the 
masses” (p. 381). Indeed, social media may not help women’s sports get on an equal foot 
with men’s sports because chances are most women’s sports will remain niche products 
“as long as the cultural environment stays status quo” (Hardin, 2009b, p. 1). But if used 
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effectively, social media may help women’s sports gain exposure and raise awareness the 
same way they did for the Cincinnati Flying Pig Marathon (Schoenstedt & Reau, 2010). 
Indeed, social media offer “an unlimited space, and, in many ways […] unlimited 
opportunities” (Hardin, 2009b). Hardin (2009a) writes: 
We have new tools and platforms for our advocacy. Social media, such as blogs, 
Twitter, Facebook, have changed the way sports news and commentary is 
presented and consumed by fans. The “transmission model” for sports coverage, 
where media professionals were the gatekeepers for what did (and did not) get ink 
or airtime, has disintegrated. Coverage and commentary is now much more user-
driven and community-oriented (para. 2-3). 
Furthermore, social media have experienced “exponential growth” (Schoenstedt & Reau, 
2010, p. 381). That is why despite their shortcomings, it remains “important to integrate 
[them] into traditional media efforts” (p. 381). According to Hardin (2009b), there is a 
need for more women in the online conversation about sports, because women tend to 
talk about sports in different ways than men do. She adds that building online 
communities is good but not enough. There needs to be “common agendas” (p. 3). 
Women’s sports advocates need to work together and speak as one because though it 
might be seen as “healthy,” a range of discourses “could also be viewed as evidence that 
we aren’t all on the same page” (p. 3). Therefore, she concludes: “It’s not the platforms. 
It’s the voices and values that matter” (p. 4). Despite the wide array of social networks, 
one will be particularly looked at for both conceptual and methodological reasons 
explained further: the micro-blogging site Twitter. 
Twitter changed sports significantly 
Twitter enables its members to send and read other users' short updates (up to 140 
characters), called tweets. Categorized as a micro-blogging site, it can be accessed from 
any device with Internet connectivity but also offers an option to receive direct messages 
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as text messages on one’s cell phone (Burnham, 2010). Twitter was founded in March 
2006 in San Francisco, California and became available to the public five months later 
(Farhi, 2009). It took the micro-blogging site only two years to be ranked as the fastest-
growing social network by Nielsen (McCarthy, 2008). 
The explosion of a public social network. Privacy has been a recurrent issue of 
social media for quite a while, and Facebook or Google seem to be at the heart of the 
debate, while Twitter seems to fly under the radar. But Twitter might be the most public 
of all social networks. Indeed, the default privacy setting on Twitter is that all tweets are 
public, which means that anyone with Internet access may access them (Smith, 2012). 
Furthermore, once a public tweet is six months old, it is saved forever and may be 
archived by databases, including one at the Library of Congress. As such, deleting tweets 
older than six months is no longer an option (Smith, 2012). 
In January 2007, Moore (2009) found that more than 35% of new Twitter users 
changed their privacy settings from the default public setting to the protected setting 
during their first month on the micro-blogging website. By August 2009 this number had 
dropped to less than 8% (Moore, 2009). In the words of Richards (2011), “protected 
Twitter accounts are like going to a party and hiding in the closet while you drink from a 
flask…alone (para. 2).” 
This public aspect of Twitter has made it a new journalistic resource (Farhi, 
2009). Twitter first established itself as such in 2008 with events such as the deadly 
earthquake in Sichuan, China or the terrorist attacks in Mumbai, India. Far from these 
incidents, American mainstream media looked for updates from witnesses on Twitter to 
forward the information to the American public (Arseneaux & Weiss, 2010). More 
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recently, Twitter also played a pivotal role in spreading word of revolutions in the Arab 
world in the spring of 2011 (Howard et al., 2011). 
In a survey of 146 American sports journalists, respondents indicated that they 
mainly use Twitter to break news, followed closely by promoting their work published in 
traditional media outlets. In third place comes connecting with audiences. Sports 
journalists indicated that they seldom used Twitter to express their own personal opinions 
(Sheffer & Schultz, 2010). This is in direct contrast with how athletes use Twitter. As 
previously stated, athletes primarily use Twitter to interact with their fans and talk about 
their personal or business lives (Hambrick et al., 2010; Pegoraro, 2010). But they rarely 
(5%) use it for promotional reasons (Hambrick et al., 2010). 
Twitter has transformed sports communication: from sports reporters’ routines to 
athletes’ habits to teams’ and leagues’ public relations strategies (Butler & Sagas, 2007; 
Hutchins, 2011; Kindred, 2010; Pegoraro, 2010). The entire sporting world has become 
“obsessed” with Twitter (Gregory, 2009, p. 1), and it isn’t surprising because sport 
consists of “real-time events with undetermined outcomes and passionate followers,” 
which makes it “singularly well-suited for social media” (Wertheim, 2011, para. 6). But 
after a hot start, the love affair between Twitter and professional sports has had many 
hoops to jump through. 
Twitter and sports: A love-hate relationship. A good example of how Twitter 
has changed the athlete-fan interaction is that of Shaquille O’Neal. In 2008, the 
basketball star discovered that someone was posting tweets under his name and decided 
to clarify things by creating his own account. “This is the real SHAQUILLE O’NEAL,” 
came his first tweet (Beck, 2008, para. 2). From then on, Shaq, as he is commonly 
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referred to in the sports world, has controlled his image through Twitter. “In this world 
we live in now, everybody becomes media,” he said in 2009. “If something is going to be 
said, hey, it's coming from me, it's coming from my phone” (as cited in Gregory, 2009, p. 
2). And “@The_Real_Shaq” has stayed true to his word ever since. He even announced 
his retirement from professional basketball exclusively on Twitter (Kane, 2011). 
But if Shaquille O’Neal “can be credited with making Twitter the largest sports 
bar in the world” (Rodriguez, 2011, para. 2), the number of athletes started booming on 
the Twittersphere soon after O’Neal created his own account. But some athletes’ 
experience with Twitter haven’t been similar to O’Neal’s love story with the social 
network. The backlash of bypassing traditional media gatekeepers is that athletes are on 
their own and there is no filter to stop them from potential slippery situations (Brown & 
Cohn, 2011). Once an athlete, followed by thousands, or maybe even millions, of fans 
posts something on Twitter, there is no taking back that tweet. For instance, soccer player 
Brian Ching was fined $500 fine from Major League Soccer for accusing an official of 
cheating (Solomon, 2009). Footballer Rashard Mendenhall faced some fan backlash after 
he posted controversial tweets about Osama Bin Laden and 9/11, which headlined 
national news and caused outrage. He also lost an endorsement deal with sponsors 
(Brown & Cohn, 2011). With heavier consequences, running back Larry Johnson was 
fired for a tweet outburst against his Kansas City Chiefs coach that contained an antigay 
slur (Pegoraro, 2010). More recently, triple jumper Voula Papachristou was expelled 
from the 2012 Greek Olympic team after posting a tweet with racist overlines (Ortiz, 
2012). 
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For professional athletes on social media, these disastrous examples are just as 
numerous as success stories (Pegoraro, 2010). Twitter became so popular among athletes 
that some leagues felt the need to better control the message sent by their representatives 
(i.e. players, coaches, etc.), and restricted the use of Twitter, especially immediately 
before and during games until an athlete has completed his or her press conference 
(Hutchins, 2011). This war against sideline tweeting has resulted in many fines for 
athletes. For instance, the National Basketball Association fined Milwaukee’s Charlie 
Villaneuva for tweeting from his cell phone during halftime. In football, Cincinnati’s 
receiver Chad Ochocinco was fined $25,000 for sending tweets right before and during a 
preseason game against Philadelphia (Brown & Cohn, 2011). 
Accordingly, Twitter has acquired a particular status in the sports world. Many 
people use it as a public platform to share their opinions and many athletes use it as a way 
to interact personally with their fans (Hutchins, 2011; Pegoraro, 2010) as well as control 
their images and their messages (Gregory, 2009). Although Twitter accounts of some 
professional athletes are undeniably managed by public relation teams, the microblogging 
website seems like the best social network to study how athletes frame themselves online 
because of both its public aspect and its popularity among sports stars. 
Summary and conclusions 
Research about gender issues in sports media has focused mainly on traditional 
media. In all four countries studied, it has consistently showed women are treated as the 
“second sex” (de Beauvoir, 1949/2010) in the sporting world (Boutilier & SanGiovanni, 
1983; Duncan & Messner, 1994; Eastman & Billings, 2000; Messner & Cooky, 2010; 
Lumpkin & Williams, 1991). Media have been blamed partly because of their disregard 
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of women’s sports, both quantitatively and qualitatively, and for their stereotypical 
gender portrayal of both sexes (Boutilier & SanGiovanni, 1983; Duncan & Messner, 
2000; Duncan & Messner, 2005; Houck, 2006; Kane & Greendorfer, 1994; Messner, 
2007; Messner & Cooky, 2010).  
 But today, the Internet is taking on more and more importance as online news 
consumption increases around the world. Furthermore, the Internet now offers athletes 
the opportunity to present a different side of themselves through social media, which 
allow them to directly control their images (Pegoraro, 2010). So how do athletes use 
these new tools? Twitter’s cofounder Evan Williams said the network strives to give a 
voice to “the most disadvantaged and marginalized” (Haque, 2010, Amplify Weak 
Signals section). When it comes to sports, this description undoubtedly includes women. 
As a result, female athletes seem to have turned to Twitter to promote themselves 
(LaVoi, 2009) and the process worked for women’s soccer in the summer of 2011. On 
July 17, the women’s World Cup set two new records for number of tweets sent per 
second: the end of the third-place match between Paraguay and Brazil generated a record 
7,166 tweets per second, while the end of the final between the U.S. and Japan beat that 
figure just a few hours later with 7,196 tweets per second. As of September 2012, these 
events remain the fourth and fifth top tweets-per-second sporting moments after only the 
2012 Euro Cup final (15,358 tweets per second when Spain scored its fourth and final 
goal), the 2012 Superbowl, and Tim Tebow’s overtime touchdown pass during a 2012 
playoff game between the Broncos and the Steelers (Haberman, 2012). 
Gender issues have been central to sports communication for more than three 
decades. As social media become ever more popular in society, it becomes more essential 
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to study them and the effects they have on society, and in the case of these studies, the 
effects they might have on female participants. As Wallace (2012) argues, athletics has a 
“major role to play in gender equality.” Before analyzing these effects though, we first 
need to know the kind of media content that is causing them. In other words, this research 
is designed to learn more about the independent variable (the online sports news coverage 
and the content of Twitter profiles) of the framing effect theory so that the dependent 
variable (the effect on society) might be analyzed more precisely at a later date. 
Hypotheses and Research Questions 
The purpose of this dissertation is to provide a better understanding of the current 
state of women’s sports online exposure, both on traditional sports media websites, which 
remain some of the most visited websites, and social media, which some argue constitute 
the future of news (Callaway, 2012; Himler, 2012; Huffington, 2009). The first study, 
which focuses on the amount of women’s sports coverage on sports news websites, will 
test the following hypothesis: 
H1 Sports news websites will offer significantly more coverage of men’s 
sports compared to women’s sports. 
The existing literature indicates that the Olympics have historically triggered 
more coverage of women’s sports. The findings from this study are expected to mirror 
those from past research: 
H2 Coverage of female sports will pertain to the Olympics or the 
Paralympics significantly more than coverage of male sports will, i.e. the 
ratio of Olympics or Paralympics coverage to general sports coverage will 
be greater in women’s sports than in men’s sports. 
Correspondingly, because the year 2012 was divided in four quarters for data 
collection (as explained further below), and because the third quarter incorporates the 
Olympic and the Paralympic games, the following prediction is made: 
  53 
H3 There will be proportionally more coverage of female sports in the 
third quarter. 
Earlier research has also pointed out differences in the types of sports covered in 
the media, which leads to this hypothesis: 
H4 Coverage of female athletics will emphasize individual sports (e.g. 
tennis) and sports that are traditionally perceived as feminine (e.g. 
gymnastics), with a smaller amount of coverage dedicated to team sports. 
Because the websites sampled for this study come from four different countries, 
the following research question is asked: 
RQ1 Are there any multi-national differences in the amount of women’s 
sports coverage? 
The second study gets a closer look at the framing of women’s sports compared to 
the framing of men’s sports by sports news websites. Hence it will allow us to answer 
this research question: 
RQ2 In what ways, if any, does the framing of male athletes differ from 
the framing of female athletes in sports news websites coverage? 
Similar to the first study, differences between countries will be explored: 
RQ3 Are there any multi-national differences in the gender framing of 
athletes on sports news websites? 
Furthermore, previous research indicates that visuals in traditional media often do 
not show female athletes in action, with editors favoring photographs depicting female 
athletes in a more feminine light.  
H5 Sports news websites will primarily use shots of athletes in action to 
illustrate male stories but will prefer passive and emotional pictures for 
female stories. 
Past research regarding the treatment of male and female sports also logically lead 
to the following hypothesis: 
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H6 When a story includes coverage of both male and female athletics, 
reports of men will be more prominent than those of women, i.e. they will 
be more likely to be longer and appear first, titles will be more likely to be 
about the men in the story and pictures will be more likely to be of male 
athletes.  
The third study uses social media data to determine whether there is a difference 
in how male and female athletes frame themselves on their Twitter profiles. It is thus 
designed to answer the following question: 
RQ4 Is there a gender difference in how athletes frame themselves on 
Twitter? 
Finally, study 4 compares photographs from sports news websites and athletes’ 
Twitter account pictures to answer the following question: 
RQ5 How do the photographs of athletes on sports news websites compare 
to athletes’ Twitter account pictures by gender? 
Details in the methods to test these six hypotheses and answer the five research 
questions are presented in chapter 3. 
 
	  	  
 
 
CHAPTER 3 
METHOD 
Content analysis is an unobtrusive research method, which like most quantitative 
methods is systematic and replicable (Krippendorff, 1980). The purpose of a quantitative 
content analysis in mass communication is to describe media content and draw 
conclusions from it. To do so, numeric values are assigned to predetermined variables 
based on valid measurement rules, and statistical analyses are then conducted (Riffe, 
Lacy, & Fico, 2005). Conducting a content analysis online presents both advantages and 
challenges (Riffe et al., 2005; Wimmer & Dominick, 2011). Because the Internet “turned 
the mass market into a mass of niches” (Anderson, 2006, p. 5), the amount of online 
content is seemingly endless and taking the example of news, it can either be fairly 
general (e.g. CNN’s website covers all types of news) or very targeted (e.g. wbeeball.com 
includes only women’s basketball news). Besides, content varies in type: from videos to 
pictures to online newspapers to blogs to online communities board posts to social 
networks, etc. This, in itself, presents both an advantage – because there is plenty of 
research to be done, and an inconvenience – because it is impossible to draw any definite 
conclusions about the Internet as a whole.  
Furthermore, sampling might present difficulties. First, the nearly endless amount 
of information available online makes it impossible (as of today, with the tools we have) 
to account for all the coverage of sports news on the web. Second, considering both the 
amount of information and the changing nature of the Internet, the population of the 
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study is rarely known, which means that determining how big the sample should be is 
difficult. The changing nature of the Internet also presents challenges for data collection. 
For instance, everything is so instantaneous online that the data can change from one 
second to the next. If someone captures a page at 8 o’clock, it might well be modified by 
8:01. As a result, data collection has to be done precisely to abide by the “snapshot” 
nature of content analysis. Furthermore, saving videos from some websites is very 
difficult to do, which means that the researcher must hope that the video will not be taken 
down for some reason. Even if it is not though, some websites place restrictions on their 
videos, allowing only residents of some countries to view them for copyright reasons, 
which might cause another problem.  
Despite these potential drawbacks, it is essential to bring the research online and 
analyze media content because more and more people use the Internet as their main 
source of news and information (Brouard & Zimmermann, 2012; Hermida, 2011; Ofcom, 
2012; Pew Research Center, 2011). This dissertation is a first step in analyzing online 
sports media content through a series of content analyses. 
Study 1 
The first study looks at the homepages of eight sports news websites from four 
western countries: the United States, Canada, France and Great Britain. The population 
for this study consists of all the sports news websites that belong to a traditional media 
outlet in each of those four countries (e.g. ESPN’s website because ESPN was originally 
only a television network). The eight websites sampled are the two that were most 
popular on December 21st, 2011 according to the Alexa traffic rank.  
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Sampling and data collection 
To collect data throughout 2012, the year was divided in four quarters based on 
professional sports seasons to draw a random sample. In each quarter, every Monday, 
Tuesday, Wednesday, etc. was numbered and two random numbers were generated for 
each day in order to sample two constructed weeks per quarter. Constructed weeks were 
chosen because they are the most efficient way of sampling for online news (Hester & 
Dougal, 2007). As explained above, the eight websites to be studied are the two most 
popular sports news websites (that have a traditional media form) in each of the four 
selected countries: ESPN and CBS Sports in the U.S., TSN and RDS in Canada, 
Eurosport and L'Equipe in France, and BBC Sport and Sky Sports in Great Britain. 
Homepages were collected 14 times each quarter, i.e. once per day for these two 
constructed weeks. Because of time differences between the four countries studied, data 
was collected on a rotating schedule with a six-hour cycle. This means that data 
collection took place at one of four possible times on each selected day: 2 a.m., 8 a.m., 2 
p.m. or 8 p.m. (eastern time). On the first day of data collection, the data was collected at 
2 a.m. On the second day, it was collected at 8 a.m. On the third day, it was collected at 2 
p.m. and on the fourth at 8 p.m. For the fifth day, data collection was once again at 2 
a.m., and so forth. With 56 days during the year, 448 homepages were collected. Each 
homepage was saved in three formats: Apple’s webarchive, html and PDF using the 
software Web Snapper. 
Coding procedure 
With close to 500 homepages and dozens of stories per page, using the story as 
the unit of analysis is not feasible because of time constraints. In order to measure the 
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amount of coverage dedicated to women’s sports, each homepage was divided in up to 
eight categories: Lead Stories, Headlines, Columnists / Bloggers / Analysts, Videos & 
Audio, Results / Fixtures, Additional Stories, Poll, and Olympics & Paralympics 
(Appendix 1).  
In the coding protocol (Appendix 2), gender was operationalized nominally in 
four groups: male, female, mixed and neutral. Male and female represent stories that are 
either about men’s sports or women’s sports, mixed stories are stories that cover both 
male and female athletes, whether they compete together (e.g. equestrian or sailing) or 
separately (e.g. tennis). Finally neutral stories are “genderless” stories, i.e. stories about 
sports in general that do not involve gender in any way, such as stories about the Olympic 
opening or closing ceremonies, or a feature about stringing tennis rackets. For each 
category, coders indicated how many stories pertained to each gender class, i.e. how 
many male stories, female stories, mixed stories and neutral stories there were, and for 
each gender class, the number of stories pertaining to the Olympics and the Paralympics 
were counted as well.  
A story was defined as a non-commercial link present on the homepage that 
brings the audience to a news report, no matter the type(s) of content used (text, video, 
photos, graphics, etc.). The banners on top and at the bottom of homepages (to navigate 
to a different sport or to the tournament’s draws, schedule, results etc.) were not included 
in this study because they are generally standardized on a given website. Links that bring 
the audience to a page that gathers more stories were also not included. Examples include 
“more news,” “more videos,” “more photos in the Open gallery” and “Follow on 
Twitter.” Coders were of course allowed to click on links to check whether they bring 
  59 
them to a story to be included (video, audio, photos, etc.), or a more general web page to 
be excluded. 
Similar to gender, a list of sports was drawn and the number of stories dedicated 
to each of these sports was counted for each homepage category. The list included a 
special Work Out / Health item for human-interest stories about the health benefits of 
exercising and 26 popular sports like football, basketball, soccer, tennis, golf and cricket. 
It also included two sport classes: Martial Arts, which comprises sports such as Karate, 
Taekwondo and Judo, and Winter sports, which are defined as outdoors activities 
practiced in the winter. They include skiing (cross country and alpine), snowboarding, 
luge, bobsleigh, skeleton, and biathlon; but they do not include ice-hockey or figure 
skating for instance, because they are typically practiced inside (both ice hockey and 
figure skating are part of the 27 sports listed individually). Finally, the list offered six 
groups for sports that do not fit in any of the 30 other items: Other individual Olympic 
sport for sports such as archery, weightlifting, and badminton singles, Other team 
Olympic sport for sports such as field hockey, water polo, and badminton doubles, Other 
individual non-Olympic sport for sports such as surfing and squash, Other team non-
Olympic sport for sports such as roller derby and curling, Multiple Olympic sport if a 
story is about several Olympic sports represented in London, and Multiple non-Olympic 
sport if a story is about several sports, all of which were not at the London 2012 Olympic 
games.  
As a result, once the category was identified, this first study was made up solely 
of ratio-level variables as it consists of counting how many stories fulfilling one (either 
gender or sport class) or two (both a specific gender and the presence or absence of an 
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Olympic or Paralympic dimension) requirements were present in said homepage 
category.  
Reliability and data analysis 
After having gone through the coding protocol and a few examples with the main 
researcher, the second coder was given a random day to code eight homepages. The coder 
was given sampling units (pages) rather than coding units (categories) to verify that both 
researcher and coder understand the terms “category” and “story” the same way. Once 
the definitions of category and story were agreed upon, the coder was given five random 
days (40 homepages) to check intercoder reliability on each remaining variable using 
Krippendorf’s alpha. The minimum value was calculated at α = .91 for the number of 
female stories that pertained to the Olympics. All other variables had a Krippendorf’s 
alpha of .93 or above (Appendix 3). 
Data analysis for this study was conducted using R version 2.15.0 for Mac. It is 
mainly descriptive with percentages and crosstabs, but also includes z-tests for 
proportions to detect gender differences. 
Study 2  
The second study uses the same data as the first one, but it is designed to 
determine whether there is a gender difference in the portrayal of athletes in online sports 
news coverage. To do so, female, male and mixed stories were coded according to a 
predetermined protocol (Appendix 4). 
Sampling 
All women’s sports and mixed stories from three homepage categories (Lead 
Stories, Headlines, Columnists / Bloggers / Analysts) and a sample of men’s sports stories 
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were examined for this study. These three categories were chosen for two main reasons: 
their placement on top of most homepages, and the fact that they are the sole categories 
that are present on every homepage of the eight websites studied (ESPN, CBS, TSN, 
RDS, Eurosport, L’Equipe, BBC Sport and Sky Sports).  
For each women’s sports story selected, a men’s sports story from the same 
homepage and the same category was included. It was first selected based on the sport 
covered in the report. For instance if the women’s sports story was about basketball and 
there was a men’s basketball story in the same category, the men’s basketball story was 
selected. If there wasn’t a men’s basketball story in the same category though, another 
men’s story was randomly selected by generating a random number via the website 
randomnumbergenerator.com, after having assigned a number to every men’s story in the 
affected category. When a category contained only women’s sports or mixed stories, a 
random men’s story from the same category but a different day was sampled. All stories 
that consisted of only a video (as opposed to stories illustrated with a video) were 
excluded from the sample, and each story was included only once, no matter how many 
times it appeared on the homepages. Following this culling process, 1,170 stories were 
coded based on the following protocol. 
Coding procedure 
The coding procedure for this study was inspired by previous gender-based 
content analyses of media sports coverage. As a result, besides coding for 
“demographics,” – the source of the story (website and homepage category), the gender 
of the athlete(s) and the type of sport covered (using the same list as in study 1, but also a 
broader nominal scale of three items: individual sports, team sports, and individual by 
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team, which represents team events of individual sports, such as tennis doubles, track and 
field relays, or the Ryder Cup in golf) – the coding sheet included variables inspired from 
past research findings. First, in terms of production value, the number of pictures and 
videos were coded, along with their sizes and duration (for videos) and whether they 
were present on the homepage (which would make the story more prominent). The 
presence of statistics (in text or in graphics and tables, or both) was coded too. Finally, 
the number of words per story was counted.  
The sex of the author was tentatively coded for, but it was unknown for more than 
half of the articles coded. As a result, this variable is not included in any analysis. 
Specifically analyzing videos also proved to be difficult because some were deleted from 
sports news websites (to conserve server space). Because they could not be legally 
downloaded during data collection and because sports news websites sometimes block 
access to videos from other countries (e.g. most videos on France’s Eurosport are blocked 
outside of France for copyright reasons), the only variable coded for videos was their 
presence or absence. Pictures, however, were studied more closely (as explained further 
below). 
Hyperfeminization, hypermasculinization and infantilization. To examine the 
potential hyperfeminization, hypermasculinization and infantilization of athletes, the 
choice of storyline, the identification of athletes, and the presence or absence of four 
items (family status or love life, gender marking, athletic prowess and aesthetic 
descriptors) were coded. The choice of storyline was measured nominally with nine 
different groups, including one used when none of the eight others (listed below) were 
suitable: 
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1- Athletics when the story focuses on sports (the competition, the game, training, 
results, coaches or athletes in their professional role) and there is no hint of 
controversy, or any other categories listed below. 
2- Sexuality & Appearance when the story focuses on an athlete’s appearance or 
sexuality. Examples are stories about tennis player Maria Sharapova getting a 
haircut or British diver Tom Daley’s rumored homosexuality. 
3- Family, Love, Private Affairs when the story focuses on an athlete or coach as a 
family man or woman, framing him or her as a boyfriend, husband or father, or 
girlfriend, wife or mother. A good case in point is a story about beach volleyball 
player Kerri Walsh Jennings winning the London Olympics while pregnant. 
4- The absurd when the story has a humorous or ridicule dimension, such as a story 
about a 92-year-old grandmother going skydiving. 
5- Fights and controversies if the angle of the story involves a fight, an assault, a 
controversy or a scandal. Examples include the sex charges at Penn State, UNC’s 
NCAA violations, the NFL’s referee lockout or Hope Solo’s autobiographical 
book in which she claims she was shunned by the U.S. women’s soccer team for 
the 2007 World Cup. 
6- Event Organization when the story focuses on the organization of a sporting 
event.  
7- Entertainment when the story put the light on an athlete or former athlete taking 
part in the entertainment industry. A good example is an article about former 
Olympians who played themselves on a television show, which was published 
when Ryan Lochte made an appearance in CW’s 90210. 
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8- Special Achievement Award for stories about athletes winning awards such as 
‘Athlete of the Month’ or the Ballon d’Or in soccer. 
The identification of the athlete, which specifies how athletes are referred to, was 
coded both on the homepage and in the story. On the homepage, it was measured 
nominally with six classes: None if no athlete is mentioned on the homepage, Full name 
if an athlete is referred to by both his or her first and last names on the homepage, First 
name or Last name if only one of the two is present in the story’s homepage elements, 
and Official Nickname or Unofficial nickname. An “official nickname” is comparable to a 
stage scene for entertainers, such as Madonna. Although most people are well aware that 
this is not her real name, this is how she is known. In sports, many Brazilian soccer 
players go by official nicknames rather than their real names. Real Madrid midfielder 
Kaká (Ricardo Izecson dos Santos Leite) is a good case in point. In some cases, an 
athlete’s official nickname is actually his or her first name. A good example is female 
soccer player Marta (Marta Vieira da Silva). The difference between an official nickname 
and an unofficial nickname is that those like Kaká or Marta are officially registered as 
“Kaká” and “Marta” on game sheets and go by those names only, while other athletes are 
given nicknames by the Press or the fans, such as Alex Rodriguez often referred to as A-
Rod. 
The identification of athletes in stories was be measured at the ratio level by 
counting how many times a male or a female athlete was called by his or her full name, 
last name, first name, official nickname or unofficial nickname. 
As for the presence or absence of family status or love life, gender marking, 
athletic prowess and aesthetic descriptors, the first of these items refers to the mention of 
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an athlete’s role as son, brother, boyfriend, husband or father, or daughter, sister, 
girlfriend, wife or mother. Gender marking, which was looked at only on a story’s 
homepage elements, happens when a story is specifically presented as being about either 
men or women, i.e. “women’s basketball” is gender marked while “basketball” is not. If 
the title of a story was preceded by the name of a professional league that is solely female 
or male, the story was coded as being gender marked. For instance, a title preceded by 
“Tennis - ATP” is gender marked because we know that ATP is the men’s professional 
league while a story preceded by only “Tennis” is not. Athletic prowess is present when 
the story’s author mention the athletes’ sporting skills, including but not limited to his or 
her strength, speed, dominance, or competitiveness. On the other hand, aesthetic 
descriptors are present when the author mentions an athlete’s physical appearance, 
including but not limited to discussing his or her clothes or describing him or her as 
muscular. 
For mixed stories, coders identified the kind of story it is out of four possibilities. 
Indeed, a mixed story can be about a competition in which male and female athletes 
participate together and on the same team (e.g. mixed tennis doubles or equestrian team 
events). It can also be a competition in which both male and female athletes participate 
but on different teams – those are most likely individual competitions, such as NASCAR 
events or the Vendée Globe in sailing. Or mixed stories can be about multiple 
competitions from the same sport, i.e. the same story covers both male and female 
athletes who do not compete in the same competition but play the same sport. A good 
example is a story about a grand slam tournament in tennis, which mentions both the men 
and the women’s results and bracket. Finally mixed stories can be about multiple 
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competitions and multiple sports. Such stories were often published during the Olympics 
for instance. If the story was about multiple competitions (same or different sports), 
coders indicated whether the male game or the female game was mentioned first, and 
counted the number of paragraphs allocated to each gender. 
Furthermore, the gender of each existing element making up a mixed story (title, 
pictures, videos) were also coded. Indeed, a story with a title mentioning both male and 
female athletes may be illustrated only by a picture of a male (or a female) athlete, 
instead of both. 
Photographs. As aforementioned, pictures are studied more closely in this study. 
Both those illustrating the story on the homepage and those accompanying the story on its 
specific page were coded. After having determined whether an athlete is on a photograph 
(it might be a picture of a logo, a stadium or another sporting figure such as a coach), 
coding indicated with whom the athlete appears, if anyone, such as family members, 
coaches, fellow athletes, animals or celebrities (e.g. politicians or actors). 
Also coded was the type of the picture, which relates to how the athlete was 
represented. It was measured at the nominal level, with eleven possible categories: action 
shots when it shows the athlete being active during a game or at practice; pictures labeled 
as “passive, in a context of sport” when they show the athlete during a break at a game or 
at practice; emotional pictures when the athlete is celebrating a point or a victory or the 
contrary; awards ceremony photographs when the athlete is receiving a trophy or medal; 
press duty shots when an athlete is answering the media; photoshoot pictures when the 
athlete is posing for a professional photoshoot or on the red carpet for an event; 
Sponsorship / Ad when the picture is a finalized edited version of an ad; headshots for 
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mug shots of athletes; team pictures for official pictures of teams (the equivalent to a 
mug shot but for a team); personal pictures when the photo seems to have been taken 
with a webcam, a phone or a personal camera by the athlete or a friend of his or hers; or 
finally “other,” when the picture does not fit in any other category.  
Coding also indicated whether the athlete is wearing make-up, the type of 
clothing s/he is wearing (athletic, formal, casual or revealing), whether the picture has an 
artistic look – which was defined through color editing (e.g. usage of black and white, 
sepia, and other tints; or obvious any other way colors may have been worked on), or any 
other kinds of photo editing – including but not limited to addition of graphics, 
juxtaposition of several pictures, cropping, etc. The type of shot was also identified 
among seven possibilities: Very Wide Shots are pictures taken from afar so that the athlete 
is barely visible; Body Shots are pictures in which an athlete takes up the full frame, or at 
least as much as comfortably possible; Mid Shots show some part of the subject in more 
detail while still giving an impression of the whole subject, i.e. they usually show the 
athlete from the waist up; Head Shots are pictures in which the subject’s head takes up 
most of the frame; Cut Ins show some (other) part of the athlete in detail; Point of View 
shots show a view from the subject's perspective; and finally a category Other is 
available if no other is suitable. 
Finally, coding indicated whether each picture separately portrays the athlete 
more as an athlete, as a masculine and family-oriented man or a feminine and family-
oriented woman (i.e. when his masculinity or her femininity was particularly enhanced), 
as both when the picture shows the athlete as an athlete, but also somehow enhances her 
femininity (e.g. her grace or beauty) or his masculinity (e.g. his power or strength), or 
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neither if the picture depicts a person without emphasizing either his or her athleticism or 
his or her stereotypical gender traits (e.g. many headshots would fit the bill).  
Reliability and data analysis 
Five random stories were selected to test the coder’s understanding of the protocol 
after having gone through the coding protocol and a few examples with the main 
researcher. The coder’s question were answered and after another five random stories 
used as tests, the second coder was given rougly 10% of the data, i.e. 120 randomly 
selected stories, to check intercoder reliability, using Krippendorf’s alpha on each 
variable. Regarding stories, the minimum value was calculated at α = .84 for the type of 
sport. Eight other variables, including the focus of the story, the number of pictures 
illustrating it, and the number of videos attached to it, had aphas ranging from .86 to .89. 
Intercoder reliability for all other variables related to the stories was calculated at α > .90. 
Regarding pictures, the lowest intercoder reliability value was α =.90 when coding who 
the athlete appeared with on the picture.Reliability for type of clothing was α = .93 and 
that for type of shot was α = .94. All other picture variables had an intercoder reliability 
above .95 (Appendix 5). 
Similar to study 1, data analysis is very descriptive with percentages and 
crosstabs, but it also includes tests of significances, z-tests for proportion, and t-tests to 
examine gender and multi-national differences. 
Study 3  
The third study is a quantitative content analysis of athletes’ Twitter profiles. The 
goal is to determine whether there is a gender difference in how athletes frame 
themselves on the microblogging site. Twitter was chosen as the social medium to study 
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for several reasons, including its public dimension and the special bond it has with the 
sport industry, but also for another practical reason: contrarily to Facebook and other 
social media, Twitter “verifies” its famous users to combat identity loss. In other words, 
Twitter staffers check their public users’ accounts and confirm whether the person hiding 
behind each of them really is who s/he says s/he is (Fitton, Gruen, & Poston, 2010).  
Sampling and data collection 
The website tweeting-athletes.com was used to identify athletes. To sample from 
the many athletes’ profiles listed on this website, the sampling for study 3 mirrors the 
results of study 1 in terms of sport practiced. In other words, because 6% of women’s 
sports stories were about women’s soccer, 6% of female Twitter profiles studied are 
soccer players. The same process was done for men’s sports, which means that while 6% 
of female Twitter profiles are soccer players, that figure is 30% for male profiles. This 
limits statistical analyses of gender differences by sport. However, it is a necessary 
process because otherwise, some major sports, such as football or cricket would not have 
been included in this study (although there are football or cricket competitions for 
women, they are usually not covered in the media). 
To determine the number of profiles sampled overall, the author took 20% of the 
number of female articles in study 1 (calculated at 1,082). In other words, the author 
divided the number of stories per sport by five to get the number of female Twitter 
profiles to collect for each sport (and overall). When the database tweeting-athletes.com 
had fewer profiles available than needed in a given sport, they were all collected and 
none were added from another sport to fill in the void. This culling process ended with 
198 female Twitter profiles. The same number of male accounts was then randomly 
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selected using the same database and following sports proportions from study 1. For each 
sport, athletes were randomly selected.  
Once the sampling process determined the athletes to be included in the study, 
their Twitter accounts were saved in the webarchive format and screen captures of the 
pages were taken to make sure that the main researcher and coders use the same data 
(Twitter profiles can easily be changed). All screen captures were taken within a 
randomly selected single day (January 15, 2013).  
Coding procedure 
When Duncan (1990) studied sports pictures, she explained that in order to 
properly examine them, one must look at the photographs’ content, i.e. what they show, 
but also their context, including their placement (most of Duncan’s research on sports 
pictures was conducted in print media) and their captions. Twitter profile pictures do not 
have captions and their placement does not change. However, the cover and background 
pictures along with the biography that also appear on a Twitter account provide context. 
As a result, the coding procedure for study 3 included variables for the profile picture, the 
cover picture, the background picture(s) and the biography (Appendix 6). 
Profile and cover pictures were coded with the same variables as in study 2: the 
gender of the athlete, whether s/he appear on the picture, and if s/he does: who s/he 
appears with, the type of picture, the type of shot, whether s/he is wearing makeup, 
whether the picture has an artistic look, the kind of clothes the athlete is wearing and the 
way in which the picture portrays him or her (primarily as an athlete, primarily as a 
masculine man or feminine woman, both an athlete and a man or woman or neither an 
athlete nor a masculine man or feminine woman). 
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Although similar variables were used to examine Twitter backgrounds, they were 
measured at the ratio level because a Twitter background might include several pictures. 
As a result, instead of categorizing a picture as an “action shot,” coders had to count how 
many action shots are in the background of each Twitter account. The last variable, meant 
to determine whether the athlete is depicted primarily as an athlete, as a man or woman, 
as both (i.e. an athletic feminine woman or an athletic masculine man), or as neither 
(when neither athletic skills or gender traits are emphasized) remained nominal and was 
coded for the background as a whole. 
As for the biography, the coding protocol included nominal variables determining 
whether an athlete mentions his or her family status or love life, his or her sporting career 
– and which of these two is stated first – another occupation s/he might have (e.g. 
charity), and any other sport s/he might be interested in. When the biography included a 
link, the type of link was coded as well – e.g. does it send the audience to another social 
media page? To the athlete’s official website? To a sponsor’s website? To a professional 
league’s website?, etc. Finally, similar to the other elements of the Twitter profile, coders 
identified whether the athlete is framed primarily as an athlete, or as a man or woman, as 
both an athlete and a man or woman, or as neither.  
Reliability and data analysis 
Intercoder reliability was calculated on a bit more than 10% of the data using 
Krippendorff’s alpha on every variable. The lowest value was α = .85 for the number of 
background pictures of the athlete being passive in a sporting context, and the artistic 
dimension of the cover picture. Reliability was calculated between .88 and .90 for other 
variables, including the type of the profile picture, whether a profile or cover picture was 
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artistic or not, the mention of an athlete’s occupations besides his or her sporting career, 
or an athlete’s depiction through his or her biography. All other variables were found to 
be reliable with α > .90 (Appendix 7). 
Data analysis consists mostly of percentages and crosstabs to describe athletes’ 
Twitter pictures (profile, cover and background) and biographies, as well as z-tests for 
proportion to examine potential cross-gender differences.  
Study 4 
The fourth study compares data from studies 2 and 3 in order to explore whether 
online traditional media frame athletes differently than athletes frame themselves, 
visually speaking. To do so, photographs from online sports news websites were coded 
with the same variables as athletes’ Twitter pictures. 
When a fan follows an athlete, that athlete’s tweets appear in the follower’s 
timeline. This means that said follower does not have to access the athlete’s profile page 
to read the updates posted. Knowing that profile pictures are the only pictures that appear 
in one’s timeline, profile pictures are likely to be more visible than cover or background 
pictures, which can be seen only when accessing someone’s Twitter account. As a result, 
sports news photographs were compared to athletes’ profile pictures. 
Sampling, data collection and coding were all done in previous studies. Inter-
coder reliability was also calculated in each prior study, so this study consists solely of 
further data analyses. It includes crosstabs and z-tests of significance that compare sports 
news photographs to athletes’ Twitter pictures. 
  73 
 
 
CHAPTER 4 
RESULTS 
Chapter 3 outlined the methods used to collect and analyze data for each of the 
four studies proposed. This chapter will describe the findings of the data collection and 
subsequent analyses. For each study, it will offer a short description of the data before 
describing the major findings and analyses germane to the hypotheses and research 
question advanced in Chapter 2. 
Study 1 
All categories appearing on the 448 sampled homepages were coded, resulting in 
N = 2,929 items coded (Table 1). Three categories (Lead Stories, Headlines and 
Columnists / Bloggers / Analysts) appeared on all homepages, and both Videos & Audio 
and Results / Fixtures were present on more than 400 pages, meaning that each of these 
five categories accounts for about 15% of the items coded. When pages had a blank 
Results section, it wasn’t counted. Furthermore, Canadian websites TSN and RDS didn’t 
always include an Additional Stories section, i.e. a category that presents stories that are 
not in the lead stories or in the headlines, but still should not be missed, so only 378 
homepages out of 448 have such a section. In the same way, not all sampled websites 
survey their visitors on a daily basis: only 63% of homepages proposed a poll. Finally, 83 
pages (19%) have an Olympics and Paralympics section. 
In total, there were 24,820 stories. Only 17% were part of the leading block while 
a quarter of them were headlines and close to 15% were columns or blogs. Another 
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quarter of the stories were published in the Additional Stories category despite the section 
being present on less than 85% of homepages. Other categories each included less than 
10% of the stories published. 
H1 Sports news websites will offer significantly more coverage of men’s sports 
compared to women’s sports. 
Among the 24,820 stories, 22,410 (90%) were about men’s sports and only 1,082 
(4%) were about women’s spors (Figure 1). The remaining publications were stories that 
either included both genders or were about the sport of tennis in general (692 were Mixed 
and 636 Neutral). A z-test for proportions reveals that this gender difference is 
significant, z = 376.38, p < .001. 
Looking at the same figures by website, only three of them dedicated more than 
5% of their coverage to women’s athletics: BBC Sport (7%), L’Equipe (6%) and ESPN 
(5%). CBS is the website that proportionally published the most about men’s sports: of 
2,654 articles, only 79 (3%) were not about men’s sports. Only L’Equipe (88%) and BBC 
Sport (81%) devoted less than 90% of their coverage to men’s sports. With the most 
coverage of women’s sports and the least of men’s sports, BBC Sport is the website on 
which the gender gap is the smallest. However, this difference is still statistically 
significant, z = 82.65, p < .001, meaning that the gender difference is significant on all 
websites (because all websites have similar sample sizes). 
Similar findings are observed when looking at the data by category. Men’s 
athletics dominates every category with more than 90% except for the Additional Stories 
section (88% for men’s sports and 6% for women’s sports) and the Olympics/ 
Paralympics one (42% for men’s sports, 25% for women’s sports, 23% for mixed sports, 
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and 10% for neutral stories). Even though a quarter of the stories published in the 
Olympics/Paralympics category is about women’s athletics, the gender gap is still 
statistically significant, z = 4.80, p < .001, which indicates that the difference is 
significant in all categories. 
Finally, looking at the data by quarter, the third quarter is the only one during 
which the proportion of women’s sports coverage exceded 5%−but barely so. 
Additionally, with 4% of the third quarter stories being Mixed, almost a tenth of them 
mention female athletes. Once again, the gender difference is significant for each of the 
four quarters (z = 161.02, p < .001 for the third quarter). Accordingly, all websites 
overwhelmingly gave more coverage to men’s sports in all categories and throughout the 
year. H1 is thus supported. 
H2 Coverage of female sports will pertain to the Olympics or the Paralympics 
significantly more than coverage of male sports will. 
Less than 3% of the overall men’s athletics coverage mentioned the London 
Olympics Games while more than a quarter of women’s sports stories did (Table 2). This 
difference is significant, z = -18.16, p < .001. It is also noteworthy that 40% of Mixed 
stories and 37% of Neutral stories mentioned the Olympics. The Paralympics, however, 
were barely covered at all with less than 1% of the stories mentioning the Paralympic 
games. There is no gender difference there. 
Likewise, looking at each website separately, 3% or less of men’s athletics 
coverage mentioned the Olympic games on seven of the eight websites. Unsurprisingly, 
BBC Sport, the network that had most of the television rights to its “home Olympic 
games,” is the website that devoted the most space on its homepage to Olympic stories in 
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men’s athletics (6%). By contrast, more than 35% of women’s sports coverage was 
related to the Olympics on four websites (CBS, TSN, BBC Sport and Sky Sports), even 
reaching 58% on TSN. Similarly, the BBC website is the one that published the most 
Paralympic-related stories (63 overall, including 20 men’s sports stories and 12 women’s 
sports stories). But these numbers are so minimal (less than half a percent of stories 
mentioned the Paralympics for each website), that there is no gender difference. Hence, 
H2 is partially supported. 
H3 There will be proportionally more coverage of female sports in the third quarter. 
The third quarter is the only one in which female sports represent more than 5% 
of the coverage on sports news websites (Table 3). Despite reaching that threshold, the 
third quarter, which included the Olympics and the Paralympics, did not offer a major 
increase in the coverage of women’s sports compared to the first two quarters, during 
which more than 4 in 10 stories were about women’s sports. Because women’s sports 
coverage in the fourth quarter dropped to 3%, the average for quarters 1, 2 and 4 is only 
4.12%, which is significantly lower than the amount of women’s sports coverage in the 
third quarter, z = -6.43, p < .001. Therefore H3 is supported when comparing the third 
quarter to the average of the three others, but only partially supported when conducting 
quarter to quarter comparisons (only compared to the fourth quarter was the third 
quarter’s amount of women’s sports coverage significantly higher).  
Looking at websites individually, while three of them (TSN, RDS and Sky Sports) 
published more women’s sports stories during the third quarter, only one did so to a 
significant degree. Indeed, more than 9% of RDS’ coverage during the third quarter was 
about women’s athletics, compared to an average of 3.11% for the three other quarters, z 
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= -4.90, p < .001. The other Canadian website, TSN, which started publishing an 
“Olympic” category on its homepage during the second quarter – in early May – offered 
barely more coverage of women’s sports in the third quarter (5.87%) than it did in the 
second (5.66%). ESPN, CBS, Eurosport and L’Equipe all published more coverage of 
women’s athletics during the third quarter, which included March Madness in the United 
States, the Australian Open in tennis, and winter sports throughout the world. BBC Sport 
published more women’s sports stories during the second quarter, as the country was 
getting ready for the Olympic games. Therefore, H3 was supported solely in relation to 
RDS. 
It is worthy to note that even though there was not much more coverage of 
women’s athletics during the third quarter, there was significantly less coverage of men’s 
athletics during the third quarter than during the others, z = -10.26, p < .001. But this 
significant decrease in coverage of men’s athletics was accompanied by an increase in 
coverage of both mixed and neutral sports stories. As such, stories in which at least one 
woman athlete was mentioned (i.e. female and mixed stories added together) were 
published significantly more often in the third quarter than in any other quarter (z = 4.64, 
p < .001 between the first and third quarters; z = 10.26, p < .001 between the second and 
third quarters; and z = 10.26, p < .001 between the third and fourth quarters). In this 
scenario, CBS was the one exception. Indeed, while other websites mentioned female 
athletes in at least 6% of the articles they published in the third quarter – with a high of 
16% for BBC Sport – that figure was less than 2.5% for CBS. Accordingly, there was 
more coverage of female athletes in the third quarter than in any other. 
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H4 Coverage of female athletics will emphasize individual sports and sports that are 
traditionally perceived as feminine, with a smaller amount of coverage dedicated to 
team sports. 
The data indicates that the most covered women’s sport is tennis with 31% 
(Figure 2). With less than half as much coverage, basketball is second (12%) ahead of 
winter sports (10%), athletics (i.e. track and field with 7%) and soccer (6%). Gymnastics 
accounted for less than 2% of the women’s sports coverage and other sports traditionally 
perceived as feminine such as figure skating (which was not included in winter sports 
because it had its own category) and synchronized swimming each accounted for less 
than 1% of the women’s sports coverage. As a result, even though tennis is by far the 
sport that gets the most online media coverage in women’s athletics and sports that are, 
for the most part, individual (e.g. skiing, biathlon, nordic combined in winter sports; or 
track and field) get much coverage as well, two team sports (soccer and basketball) have 
also been discussed extensively in women’s athletics. Accordingly, H4 is not supported. 
RQ1 Are there any multi-national differences in the amount of women’s sports 
coverage? 
Based on the results from H1, notably those by website, it is clear that sports 
coverage is overwhelmingly male in all four countries studied, and that the amount of 
women’s sports coverage will barely reach 5% in each country, suggesting that there is 
no multi-national difference in the amount of women’s sports coverage.  
However, looking more closely at what that women’s sports coverage is made up 
of in each country, some differences appear (Table 4). Even though tennis is consistently 
the first or second most covered sport covered for women in every country, no other sport 
  79 
is in the top five of all four countries. This shows that although the U.S., Canada, France 
and Great Britain cover women’s sports to about the same degree, the sports they cover 
are not necessarily the same. The top five of Great Britain for instance, consists solely of 
individual sports (except for the occasional outdoors winter team sport, such as 
bobsleigh). Motorsports is present only in the top five of the U.S., where motorsports 
often refer to the National Association for Stock Car Auto Racing (NASCAR) or 
IndyCar, which both include female drivers such as Danica Patrick and Simona de 
Silvestro. On the other hand, Formula 1 and Moto GP, which represented the bulk of the 
motorsports racing in European countries do not include any female drivers.  
Not surprisingly, Olympic sports, such as track and field, swimming or cycling, 
also appear in the top five of several countries. The only two team sports that appear in 
those top fives are soccer and basketball. 
Finally, it is interesting to note that while the five most covered women’s sports in 
France represent almost 80% of all women’s sports coverage in the country, that figure 
doesn’t even reach 56% for Canada and remains at about 70% for both the U.S. and Great 
Britain. The coverage of women’s sports is thus more diverse in Canada than it is in the 
other countries studied. 
Study 2 
All women’s sports and mixed stories from three homepage categories (Lead 
Stories, Headlines, Columnists / Bloggers / Analysts) and a sample of men’s sports stories 
were examined for this study. A total of 1553 stories (412 about men’s athletics, the same 
number about women’s sports and 329 mixed stories) were included in the sample. The 
study includes articles from the eight websites used in study 1: 253 stories were from 
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ESPN, 60 from CBS, 121 from TSN, 160 from RDS, 110 from Eurosport, 164 from 
L’Equipe, 182 from BBC and 103 from Sky Sport. 
Team sports are the most represented category of sports for men followed closely 
by individual sports, but the opposite is true for women (Table 5). Team competitions in 
traditionally individual sports (such as the Ryder Cup in golf and the Davis Cup (men) or 
the Fed Cup (women) in tennis) accounted for 2% of the men’s stories studied and close 
to 5% of the women’s stories. About the same number were stories that mentioned 
several types of sports. For instance, a story about swimming could include information 
about both individual and relay competitions. As for stories about both genders, the 
majority (54%) were about individual sports, but more than a third (34%) covered several 
types of sports. 
Unsurprisingly, professional sports was the most covered level (84% for men and 
64% for women) followed by Olympic or Paralympic sports (11% for men and 24% for 
women). Coverage of collegiate athletics reached 4% for men and almost 7% for women. 
Amateur sports were rarely discussed (less than 1% for men and about 1% for women), 
and few articles were about several different levels of competition, especially in stories 
about men’s sports (less than 1% compared to almost 5% for stories about women’s 
sports). The mixed stories sampled presented the same trends as women’s athletics stories 
(64% of them being about professional competitions and another 31% about Olympic and 
Paralympic events). 
Finally, news stories were by far the most frequent type of stories in the sample 
(62% for male stories and 59% for female stories), followed by columns or blog posts 
(18% for men and 17% for women). Additionally, a bit more than one in ten stories was a 
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feature story (about 13% for each gender). Although the most frequent type of story for 
mixed stories was also news stories (37%), the rest of the data is more scattered with 
feature stories, columns or blog posts, live coverage and results or fixtures all being 
above 12%. 
RQ2 In what ways, if any, does the framing of male athletes differ from the framing 
of female athletes in sports news websites coverage? 
Hypermasculinization, Hyperfeminization and Infantilization. 
Hypermasculinization and hyperfeminization were examined through the choice of 
storyline, the identification of athletes, and the presence or absence of four distinct items 
in each story (family status or love life, gender marking on the homepage, athletic skills 
emphasis and aesthetic descriptors). First, z-tests for proportions revealed that these four 
items presented gender differences (Table 6). Indeed, a story was significantly more 
likely to be gender marked when it was about women’s sports than when it was about 
men’s sports (11% of female stories were gender marked vs. 7% of male stories), z =       
-3.10, p < .01. In the same vein, aesthetic descriptors were present significantly more 
often in items describing female athletes (3%) than they were when the items were 
describing male athletes (1%), z = -3.41, p < .001, and the mention of an athlete’s family 
happened significantly more for women (5%) than it did for men (7%), z = -2.20, p < .05. 
Conversely, athletic prowess and power descriptors were used twice as frequently for 
male athletes (12%) than they were for female athletes (6%), z = 5.12, p < .001.  
Second, the identification of athletes was studied both on the homepage and 
within the story itself. On the homepage (Table 7), some titles did not refer to any 
athletes, focusing on teams or events instead (40% for male stories, 35% for female 
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stories and 55% for mixed stories). When an athlete was mentioned, it was mainly by 
their last names only (46% for male stories, 44% for female stories and 33% for mixed 
stories). But gender differences were found for two types of identification: female 
athletes were significantly more likely to be referred to by either their full names (15%) 
or their first names only (6%) than men were (10% and 2% respectively), z = -2.20, p < 
.05 for full names, and z = -2.76, p < .01 for first names. 
Within stories themselves (Table 8), male athletes were most frequently referred 
to by their last names only (n = 5,641) or by their full names (n = 5,323), and so were 
female athletes (n = 3,684 last name identifications and 3,792 full name ones). Looking at 
proportions, each type of identification presented gender differences at the p < .01 level at 
the least, which is what is the minimum needed to talk about significant differences with 
such large sample sizes (n = 11,399 for male identifications and n = 7,790 for female 
identifications). While women were more likely to be called by their full names (49%) or 
their first names (3%) than men were (respectively 47% and 2%), men were more likely 
to be referred to by their last names (50%) or their nicknames, be it official or not (less 
than 1% each).  
Finally, regarding the storylines (Table 9), more than 80% of stories (male, 
female and mixed) were about athletics and roughly 8% of them were about fights, 
assaults or other controversial matters (about 9% of male and female stories, and 6% of 
mixed stories). Although the data presented some variations between genders, there were 
only two noteworthy gender differences. First, men’s sports stories were more likely to 
be about athletics (87%) than women’s sports stories were (83%), z = 1.96, p = .05. 
Second, stories focused on an athlete’s family status, love life or other private affairs 
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were significantly more likely to be stories about female athletes (4%) than about male 
athletes (less than 1%), z = -2.56, p < .05. 
Production Value. Production value was examined through the number of 
pictures and videos attached to the story, the presence of statistics and the number of 
words per story. A Welch two-tailed independent samples t-test was used to evaluate 
which of men’s sports stories (n = 412) or women’s sports stories (n = 412) were longer 
on average and whether that difference was significant. Results indicated the two groups 
were significantly different, t(700) = 2.40, p < .05. Stories about men’s sports (M = 
548.98, SD = 631.08) contained significantly more words than those about women’s 
sports did (M = 460.25, SD = 404.79). Because of possible violations of distribution of 
normality, a permutation test (a non-parametric test which uses random shuffles of the 
data allowing for validity despite non-normal distributions) was conducted, confirming 
the results of the t-test (p < .05). 
There was, however, no significant gender difference in the usage of statistics in 
stories, or in how they were presented (Table 10). The majority of stories (57% of male 
stories, 59% of female stories and 69% of mixed stories) did not include any statistics at 
all. Less than a third  (32% for male stories, 30% for female stories and 23% for mixed 
stories) had statistics in the story only. The remaining stories had either statistics in side 
boxes only (6% for male and female stories and 5% for mixed stories) or both in the text 
of the story and on the side (6% for male stories, 4% for female stories and 3% for mixed 
stories). 
Some stories were illustrated by videos. A total of 320 videos were counted in the 
data with 295 appearing with the story itself and another 25 being present to illustrate the 
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story on the homepage of the website (Table 11). A Welch two-tailed independent 
samples t-test was used to evaluate whether videos were more likely to be used for one 
sex compared to the other (n = 412 for each sex). Results indicated the two groups were 
not significantly different, t(727) = 1.04, p = n.s. In other words, there is no difference in 
the average number of videos per story between stories about men’s sports (M = .25, SD 
= .67) and those about women’s sports (M = .31, SD = .98). A permutation test confirmed 
the results of this t-test (p = .33).  
With 1,624 pictures used to illustrate the stories sampled (Table 12), a similar 
Welch two-tailed independent samples t-test was used to evaluate whether pictures were 
more likely to be used for one sex over the other (n = 412 for each sex). Results once 
again indicated the two groups were not significantly different, t(797) = 1.13, p = n.s. In 
other words, there is no difference in the average number of pictures per story between 
stories about men’s sports (M = 1.12, SD = 1.43) and those about women’s sports (M = 
1.24, SD = 1.71). Again, a permutation test, conducted because of possible violations of 
distribution of normality, confirmed these results (p = .27). 
Although videos could not be examined more closely because of resource 
constraints, pictures were analyzed more thoroughly. Regarding the size of pictures, a 
two-tailed independent samples t-test was conducted to evaluate whether the average size 
of pictures differed between illustrating visuals of male stories and those of female 
stories. No significant difference was found, t(1381) = 1.35, p = n.s. Because of possible 
violations of distribution of normality, a permutation test was conducted, confirming the 
results of this t-test (p = .17). There was thus no significant difference in the size of 
pictures of male athletes compared to pictures of female athletes. 
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The majority of stories were illustrated by pictures of athletes for both genders 
(Table 13), although a z-test for proportion showed that pictures accompanying women’s 
sports stories (90%) were significantly more likely to be of athletes than pictures 
accompanying men’s sports stories were (83%), z = -3.38, p < .001. In contrast, photos 
illustrating stories about men’s athletics were significantly more likely to be of coaches 
or managers (5%) than photos illustrating stories about women’s athletics were (less than 
1%), z = 4.24, p < .001. Other pictures could be of other people (including but not limited 
to an athlete’s family members or fans) or of inanimate objects (such as a stadium or a 
logo). A few pictures (n = 28) were photo montages of athletes, which were categorized 
separately because they depicted several athletes in very different situations. Further 
picture analyses take into account only the 1,417 pictures in which at least one athlete 
appears. 
H5 Sports news websites will primarily use shots of athletes in action to illustrate 
male stories but will prefer passive and emotional pictures for female stories. 
A series of z-tests for proportions was conducted on the type of pictures 
illustrating athletes by gender (Table 14). Results indicated no gender difference in the 
usage of shots in action (z = .51, p = n.s.) or pictures of athletes being passive in a 
sporting context (z = .73, p = n.s.). Emotional pictures were used marginally more for 
male athletes (31%) than they were for female athletes (27%), z = 1.90, p < .10. 
Therefore, H5, which hypothesized that sports news websites would primarily use shots 
of athletes in action to illustrate male stories but would prefer passive and emotional 
pictures for female stories, was not supported. 
Further analyses revealed that pictures of male athletes were also significantly 
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more likely to show athletes answering or posing for the press (7%) compared to female 
athletes doing the same (4%), z = 2.40, p < .10. Conversely, sports news websites were 
more likely to publish pictures of female athletes taken during professional photoshoots 
(8%) than was the case for male athletes (3%), z = -4.08, p < .001. 
Pictures depicting athletes of both genders were most often shots in action (39%), 
photos taken during awards ceremonies (28%), emotional pictures (11%) or pictures of 
the athletes answering or posing for media workers. Finally, two pictures of athletes in 
action wearing full protective gear could not be identified as depicting either a male or a 
female. 
RQ3 Are there any multi-national differences in the gender framing of athletes on 
sports news websites? 
Similar analyses to those above were run for each one of the four countries 
studied. Tests to detect gender differences within each country were run, as well as tests 
to identify cross-country differences.  
Hypermasculinization and Hyperfeminization. Regarding 
hypermasculinization and hyperfeminization, the U.S. is the country whose sports 
coverage includes the most gender gaps (Table 15). Indeed, it is the only country in 
which online sports coverage gender marked women’s sports stories (11%) significantly 
more often than men’s sports stories (4%), z = -3.15, p < .01. Moreover, American 
websites discussed athletic prowess in more than 20% of male stories but in less than 
13% of female stories, z = 2.79, p < .01, and used aesthetic descriptors in significantly 
more women’s sports stories (5%) than men’s sports stories (2%), z = -2.28, p < .05. 
Similar trends were detected in Great Britain for the two latter variables: while athletic 
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skills were mentioned in more male stories (9%) than female stories (4%), z = 2.50, p < 
.05, aesthetic descriptors were employed in female stories (more than 2%) more often 
than in male stories (less than 1%), z = -2.15, p < .05. Gender marking differences by 
gender were not present in coverage from any country other than the U.S.  
Gender gaps in Canada and France were limited to the mention of athletic 
prowess. In Canada one in ten male stories included such content, but less than 4% of 
female stories did, z = 2.84, p < .01. In France, male stories mentioned athletic skills 
(almost 8%) more than twice as often as female stories did (3%), z = 2.27, p < .01. There 
was no gender gap in the mention of family in any country. 
Looking specifically at differences between countries, gender marking was used 
in almost a third of all French sports coverage (regardless of the gender of the story), 
which is significantly more than any other country according to z-tests for proportions. 
Unsurprisingly, only for stories about both genders does French coverage not use gender 
marking. Athletic skills, however, are discussed in the U.S. (35% of stories) more than in 
any other country (15% of stories or less in each remaining nation). Again, mixed sports 
stories are the exception with less than 2% of them mentioning athletic prowess in any 
given country. In the same vein, aesthetic descriptors and family mentions are present in 
less than 1% of stories about both genders in any given country.  
American coverage is once again singled out when looking at the use of aesthetic 
descriptors and the mention of family. Indeed, while about 5% of overall British stories 
and less than 3% of French or Canadian stories discuss an athlete’s looks, almost 7% of 
stories on ESPN and CBS do so. This multi-national difference does not exist when 
looking at male stories specifically though, indicating that the difference comes from 
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female stories. Regarding the mention of an athlete’s family and/or love life, 8% of 
French stories and about 11% of British and Canadian stories include such content, but 
almost 18% of American stories do. The difference is somewhat more prominent for male 
stories (7% in the U.S., less than 4% in Canada and 3% in France France, about 6% in 
Great Britain) than for female stories (respectively 10%, 7%, 5% and 6%).  
Identification of Athletes. Some gender differences were found in the 
identification of athletes on homepages when analyzing all the data (female athletes were 
more likely to be referred to by either their full names or their first names only than men 
were). However, looking at the data by country indicates that there is almost no gender 
difference in how athletes are referred to on the homepage (Table 16). Only French 
websites’ homepages called female athletes by their first names (almost 4%) significantly 
more than they did male athletes (not a single time). This suggests that the gender 
differences found in the overall data come from the similar trends in distribution in each 
country. For instance, first names were used more often for female athletes than they 
were for male athlete in every country sampled, but the difference is significant only for 
the data from France. Put all the data together though, and the gender gap is wider, which 
explains why a gender gap was found when all data was analyzed at once. Although data 
distribution follows similar trends within countries, the number of stories’ titles that refer 
to at least one athlete differ. For instance, almost half of American male and female 
stories’ titles refer to athletes but less than a third of Canadian stories’ titles do. 
Within stories themselves (Table 17), the U.S. and France refer to athletes 
differently depending on their sex. In the U.S., male athletes were most frequently 
referred to by their full names (41% vs. 38% for female athletes), and female athletes 
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were called by their first names (4% vs. less than 2% for men) or their last names (57% 
vs. 55% for men) significantly more often than male athletes were. Nicknames, be they 
official or not, were used more frequently for men than for women. In France, female 
athletes are identified with their full names in more than 80% of stories and their last 
names only in another 12%. In contrast, male athletes are called by their full names less 
than 55% of the time, and their first names almost 40% of the time. No gender gaps were 
found in Canada. In Great Britain, although official nicknames are scarcely employed, 
they are used for male athletes significantly more than for female athletes, a gender gap 
that may be explained by the popularity of men’s soccer (a sport in which official 
nicknames are common) in the country.  
While full names and last names are the most-used identifications in all countries 
studied, some tend to use one more than the other. American stories called athletes by 
their last names only about 55% of the time, but French stories used full names in a 
majority of stories (65%). Outlets in both Canada and Great Britain used full names about 
half the time and last names for another 46% (Canada) or 48% (Great Britain). As such, 
there is no difference between Canada and Great Britain in the identification of athletes in 
stories. American journalists use full names significantly less and last names significantly 
more than their international counterparts, though. The opposite is true for French 
journalists. Unofficial nicknames are also used significantly more in American and 
French reports.  
Focus of stories. The majority of stories for each gender and in each country 
focused on athletics (Table 18). But only in Canada did female stories focus on athletics 
more than male stories did (89% and 82% respectively). In the other three countries, the 
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opposite was true, even though none of those differences is significant. About 80% of 
mixed stories focused on athletics in the U.S. and France, but more than 90% of them did 
in both Canada and Great Britain. There was also a good number of stories about fights 
and other controversies in all four countries (about one in ten in American coverage 
regardless of gender and one in twenty in France, about 13% of male stories and 6% of 
female stories in Canada, and about 10% of male stories, 16% of female ones and 4% of 
mixed stories in Great Britain). 
Finally, some American stories also focused on athletes’ family status and love 
life, especially when it came to female stories (7% vs. 2% for male stories), z = -1.96, p < 
.05. A similar gender gap was found in France where almost 4% of women’s sports 
stories focus on athletes’ family status, but not a single male story did, z = -2.04, p < .05.  
Production Value. There was no significant gender difference in the usage of 
statistics in stories and how they were presented for any country (Table 19). Looking at 
cross-country differences, North American nations, especially the U.S., used statistics 
more than European ones did. About 40% of North American stories discussed statistics 
in the text, but less a quarter of French stories and only 13% of British stories did so. 
Instead, British websites used side boxes significantly more (14%) than websites from 
any other country, with France being a distant second (5% of French stories used side 
boxes). No Canadian story presented statistics both in the text and on the side, while 6% 
of American stories and almost one in ten British stories did so. 
Regarding the length of stories (Table 20), Welch two-tailed independent samples 
t-tests indicated no significant gender difference in any given country, but marginal 
gender differences were detected in France and Canada. These results were all confirmed 
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by permutation tests because of possible violations of distribution of normality. Despite 
the lack of significance in the gender gaps, it is noteworthy that in every single country 
male stories were on average longer than female stories were.  
Of the 320 videos that were counted in the data, almost half were published on 
American websites (n = 158), and another 109 appeared on the two Canadian websites. 
European websites did not use videos as much with only 41 videos on the BBC and Sky 
Sports and as few as 12 videos on French websites. Permutation tests indicated no gender 
difference in any country.  
As for pictures, about a third of the 1,624 counted in the data appeared on 
American websites (n = 543), and another third on British websites (n = 520). Canadian 
(n = 341) and French (n = 220) websites shared the rest. No gender difference was found 
in any country using Welch two-tailed independent samples t-tests, supported by 
permutation tests. As such, there is no difference in the average number of pictures per 
story between stories about men’s sports and those about women’s sports in any of the 
four countries studied. Even though there was no significant gender gap, there were more 
pictures accompanying female stories than male stories in all but one country: France. 
Indeed, French websites illustrated male stories with 71 pictures, but only 54 photos were 
counted for female stories. These figures were respectively 135 and 192 for American 
websites, 108 and 113 for Canadian websites, and 146 and 152 for British websites.  
A closer examination of pictures representing athletes indicated that shots in 
action and emotional pictures were the two most-used types of pictures in every country 
(Table 21). About 40% of pictures of male or female athletes published on North 
American websites were shots of them in action. About one in five pictures of male or 
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female athletes published on ESPN or CBS were emotional photos. These figures were a 
little higher in Canada with a quarter of female pictures depicting the athlete’s emotions 
and almost a third of male pictures doing so. In France and Great Britain, emotional 
pictures were generally slightly more used than shots in action. Between 10 and 15% of 
photographs of male or female athletes were of the athletes being passive in a sporting 
context.  
Of all the pictures depicting athletes of both genders, half were published on 
Canadian websites (n = 10), with half of those being shots in action. British websites 
published four pictures of athletes in action, the U.S. published three, and France only 
one. Two athletes could not be identified as either male or female because they were 
wearing heavy winter gear, and neither the story nor the caption identified them. 
Very few gender differences were detected within each country. American 
websites published professional photo shoots pictures significantly more often for female 
athletes (17%) than they did for male athletes (9%), z = -2.49, p < .05. The same gender 
difference was found on British websites, z = -2.32, p < .05. In contrast, British websites 
published significantly more pictures of female athletes in awards ceremonies (13%) than 
of male athletes in the same context (7%), z = -2.16, p < .05. There was no gender 
difference found in how athletes were represented in pictures that appeared on Canadian 
and French websites. 
H6 When a story includes coverage of both male and female athletics, reports of 
men will be more prominent than those of women, i.e. they will be more likely to be 
longer and appear first, titles will be more likely to be about the men in the story 
and pictures will be more likely to be of male athletes.  
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The 329 mixed stories were analyzed further. Two z-tests for proportions showed 
that titles of mixed stories were more likely to focus on the men (22%) than they were to 
focus on the women (16%), z = 2.01, p < .05, and that men were also more likely to be 
discussed first (61% vs. 39%), z = 4.43, p < .001 (Table 22). 
The majority of these mixed stories were about a sport that had distinct 
competitions for each sex (51%), such as tennis or golf for instance, or about multiple 
sports holding distinct competitions for each sex (27%). Stories about sports in which 
athletes of both genders compete against each other, such as NASCAR or equestrian 
events, represented 16% of the sample. The remaining 6% were stories about 
competitions in which male and female athletes participate together and are on the same 
team, such as mixed doubles in tennis or couples events in figure skating. When a story 
was about sports holding distinct competitions for males and females (no matter how 
many sports were discussed in the story), the number of paragraphs dedicated to each sex 
was counted. 
A Welch two-tailed independent samples t-test was used to evaluate whether there 
was a difference in the number of paragraphs written for one gender over the other. 
Results indicated a significant difference in favor of men’s sports, t(335) = 3.32, p < .01. 
In other words, mixed stories discussed men’s competitions (M = 7.76, SD = 7.02) more 
extensively than they did women’s competitions (M = 5.52, SD = 5.24). Because of 
possible violations of distribution of normality, a permutation test was conducted, 
confirming the results of this t-test (p < .01). 
Similar tests were conducted for pictures and videos illustrating the stories –
accounting for those within the story itself but excluding those appearing on websites’ 
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homepages (Table 23). A marginal gender difference was detected for pictures in favor of 
men according to a two-tailed independent samples t-test (t(646) = 1.66, p < .10), but a 
permutation test conducted because of possible violations of variances suggested that this 
difference is not significant, p = .10. Finally, there were significantly more videos of men 
(M = .15, SD = .77) than of women (M = .04, SD = .27) according to a two-tailed 
independent samples t-test (t(406) = 2.30, p < .05). This finding was confirmed by a 
permutation test (p < .05). 
Accordingly, mixed stories favored male athletes on all but one of the variables 
that were coded so H6 was supported.  
Study 3 
The profiles of 396 athletes (198 men and 198 women) were analyzed for this 
study. Several of these athletes were American, British, Canadian or French, but many 
were from other countries. All were likely to be discussed in sports news of at least one 
publication site of the four countries studied in the two previous studies.  
RQ4 Is there a gender difference in how athletes frame themselves on Twitter? 
All female athletes and 196 male athletes had uploaded profile pictures for their 
Twitter accounts, but only 54 (27%) women and 65 (33%) men elected to add cover 
pictures (Table 24). Most profile and cover pictures represented the athlete himself or 
herself, but cover pictures were also often of inanimate objects (mainly landscapes). 
As previously mentioned, a Twitter background may be a standard Twitter theme 
(no picture) or it may include one or several pictures. As a result, the sample sizes of 
background pictures are different from the number of Twitter profiles analyzed. 
Backgrounds were personalized on 231 of these 296 Twitter profiles (108 men’s profiles 
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and 123 women’s profiles) with 398 pictures, 80% of which (N = 317) were of the athlete 
himself or herself. Finally, regarding biographies, all but 18 men (9%) and 3 women 
(1%) had one (Table 25). Some (17 of each sex) provided only a link and others (79 men 
and 46 women) gave information about themselves but no links were specified. The 
majority (84 men and 132 women) had both links and additional information available in 
their biographies. Most athletes who had links in their biographies chose to link to either 
their official websites or to one of their social media pages. 
Profile and Cover pictures. When a profile picture was of the athlete himself or 
herself, he or she appeared alone most of the time for both sexes (Table 26). However, a 
z-test for proportions revealed that male athletes were significantly less likely to appear 
alone (82%) than female athletes were (93%), z = -3.21, p < .01. Conversely, male 
athletes were significantly more likely to appear with fellow athletes (10%) than their 
female counterpart were (2%), z = 3.22, p < .01. Although male athletes chose pictures of 
themselves with family members (5%) more frequently than female athletes did (3%), 
this difference is not significant, z = 1.44, p = n.s. There is also no significant difference 
in who athletes appeared with on their Twitter cover picture when they chose cover 
pictures of themselves. Similar to the case with profile pictures, both genders were more 
likely to appear alone, but about a third of men and a fifth of women sampled appeared 
with fellow athletes. Almost 8% of male athletes uploaded pictures of themselves with 
people outside the categories provided in the coding. Most of those were signing 
autographs, hence appeared with fans. Again, this gender difference (for the “Other” 
category) is not statistically significant, z = 1.80, p = n.s. 
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Several gender differences were found in the type of profile picture chosen by 
athletes (Table 27). Men used pictures of themselves in action twice as much as women 
did (20% vs. 10%), z = 2.72, p < .01. Male athletes were also significantly more likely to 
use profile pictures of themselves being passive in a sport context (18%) than female 
athletes were (9%), z = 2.65, p < .01. Conversely, women chose professional photoshoot 
visuals for their profile pictures (29%) significantly more often than men did (14%), z =   
-3.85, p < .001. Female athletes were also more likely to use pictures of themselves 
answering media questions or posing for the press (6%) than men were (2%), z = -2.30, p 
< .05. Finally headshots were chosen as profile pictures by women (6%) significantly 
more often than they were by men (2%), z = -2.10, p < .05. Because pictures of athletes 
signing autographs (mentioned above) were coded as “Other,” men were significantly 
more likely to use a profile picture that did not fit into any category (4%) than women 
were (1%), z = 2.19, p < .05. 
Cover picture trends were somewhat similar to profile pictures (the exception 
being that female athletes used shots of themselves in action slightly more than male 
athletes did), but there was no statistically significant gender difference.  
Regarding clothing (Table 28), there is once again no significant gender 
difference for cover pictures, but z-tests for proportions revealed that men were 
significantly more likely to wear athletic clothing on their profile pictures (61%) than 
women were (45%), z = 2.79, p < .01. In contrast, women were significantly more likely 
to wear revealing clothing –such as a bikini for women or being topless– (5%) than men 
were (1%), z = -2.54, p < .05.  
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Background pictures. Among the 317 background pictures of athletes, 151 were 
of male athletes and 166 were of female athletes. Analyzing the type of background 
pictures chosen by athletes, results were fairly similar to those for profile pictures (Table 
29). The main difference came with shots in action: representing more than a third of 
each gender’s sample, there was no significant difference for this type of background 
picture, z = 1.22, p = n.s. However, men were once again significantly more likely to use 
pictures of themselves being passive in a sporting context (21%) than women were (8%), 
z = 3.22, p < .01. On the other hand, women used pictures of themselves in awards 
ceremonies, i.e. receiving a trophy or an Olympic medal, (7%) and professional pictures 
taken during a photoshoot (23%) significantly more than men did (respectively 1% and 
7%), z = -2.67, p < .01 for awards ceremonies and z = -4.02, p < .001 for photoshoots.  
Gender differences were also found in athletes’ clothes when those were visible –
e.g. clothes were not always visible, mainly on headshots– (Table 30). Men wore athletic 
clothing (63%) significantly more often than women (63%) did, z = 2.36, p < .05. 
Conversely women wore significantly more formal clothes (11%) than men (3%), z =      
-2.84, p < .01, and significantly more revealing clothing (7%) than men (1%), z = -2.93, p 
< .01. The remaining pictures (17% of men’s and 12% of women’s background pictures) 
were of players wearing casual clothes.  
Biographies. When athletes had biographies, contrary to traditional gender 
stereotypes, more women mentioned their careers (84%) in their biographies than men 
did (77%), and more men mentioned their families (13%) than women did (9%). 
However neither of these difference is statistically significant (Table 31). There was also 
no significant gender difference in which of the two –family or career– an athlete 
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mentioned first. The only statistically significant difference in biographies is that female 
athletes mentioned additional occupations (besides their athletic career), such as another 
job besides their career or a charity (19%), significantly more than men did (9%), z =       
-2.81, p < .01.   
Athleticism vs. Sex prominence. Crosstabs and z-tests for proportions were run 
to determine whether athletes portrayed themselves more as athletes, or whether they 
highlighted their gender by accentuating either their femininity or their masculinity 
(Table 32). Cover pictures both have different sample sizes than in previous analyses 
because although some cover pictures are not of the athletes themselves, they can still 
emphasize either their athletic career or their masculine or feminine size, and thus depict 
the athlete in a certain light. A good example is Danica Patrick’s cover picture which is 
of her racing car, hence clearly highlighting Patrick’s career as a professional driver. 
Background pictures also have different sample sizes because backgrounds that were 
made of several pictures (examined individually in previous analyses) were included only 
once in this analysis. 
There are several gender differences in how athletes portray themselves through 
their profile pictures, which are the most visible photographs on Twitter because they are 
the only ones that appear in a follower’s timeline. More than half the men sampled (58%) 
portayed themselves primarily as athletes through their profile pictures while only 37% of 
the women did so, z = 4.31, p < .001. In contrast, 27% of the female athletes sampled 
showed themselves primarily as women and 12% of the male athletes portrayed 
themselves as men first, z = -3.72, p < .001. Female athletes were also significantly more 
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likely to present themselves as both athletes and women than men were to portray 
themselves as both athletes and men, z = -2.35, p < .01.  
Cover and background pictures present similar trends. For both, male athletes 
portrayed themselves as athletes more often than female athletes did, but the differences 
were only marginally significant (z = 1.85, p < .10 for cover pictures and z = 1.92, p < .10 
for background pictures). In the same vein, while female athletes showed themselves as 
women primarily more often than male athletes showed themselves primarily as men, the 
gender differences were not significantly different (z = -1.92, p < .10 for cover pictures 
and z = -1.46, p = n.s. for background pictures). There was only one statistically 
significant difference for these two elements: about 12% of female athletes’ cover 
pictures depicted them as both athletes and feminine women, but none of the male 
athletes chose such cover pictures, z = -2.38, p < .05. 
Looking at biographies, women were more likely to portray themselves as athletes 
first and foremost (84%) than men were (72%), z = -2.54, p < .05. Indeed, males often 
mentioned their role as fathers or husbands in their biographies. When men did not 
portray themselves as athletes primarily, they were almost as likely to portray themselves 
as both athletes and masculine men (a little more than 12%) as they were to emphasize 
neither trait (a little less than 12%). Very few female athletes, on the other hand, 
emphasized neither their athletic life nor their feminine side (4%). This gender difference 
is significant, z = 2.66, p < .01. 
Study 4 
Photographs from online sports news websites (in study 2) were coded with the 
same variables as those used for athletes’ Twitter pictures (in study 3), allowing for a 
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comparison. Profile pictures were chosen for this comparative analysis because they are 
the most visible pictures on Twitter. Because Twitter profiles usually represent only one 
athlete, there cannot be mixed profiles. Therefore, only pictures of male athletes and 
female athletes were included (neutral and mixed pictures from study 2 were excluded 
from this analysis). 
RQ5 How do the photographs of athletes on sports news websites compare to 
athletes’ Twitter account pictures by gender? 
Besides the 394 Twitter profile pictures, there were 1,303 photographs published 
on sports news websites during the study period, for a total of 1,697 pictures. All of them 
presented the same trends for the type of shot used, no matter the source. More than half 
of the pictures were mid shots that showed some part of the subject in detail, while still 
showing enough for viewers to feel as if they were looking at the whole subject. About a 
quarter of the pictures used on both sports news websites and Twitter are body shots (in 
which the athlete takes up the full frame, or at least as much as comfortably possible). 
Head shots were the third most-used type of shots: 10% for pictures published on sports 
news websites and 20% for Twitter profile pictures. 
There were 676 male photographs published on sports news websites, and 196 
Twitter profile pictures from male athletes (2 of the sampled male profiles did not have 
personalized profile pictures). Another 627 pictures from sports news websites and 398 
Twitter profile pictures were of female athletes. Although some pictures depicted coaches 
or other people (especially male pictures), the great majority were of athletes themselves 
(Table 33). Only those pictures of athletes were included in further analyses, resulting in 
1,627 photos studied: 812 of male athletes and 825 of female athletes. 
  101 
Photographs of Male Athletes. Several differences were detected between 
pictures of male athletes published on sports news websites and male athletes’ profile 
pictures on Twitter. First, almost a fifth of Twitter profile pictures were edited to have a 
more artistic look (18%), but only 7% of the photographs illustrating stories on sports 
news websites were edited in this manner. This difference is statistically significant, z =   
-3.76, p < .001. Although the “make-up” variable was coded for men as well, only one 
photograph (a Twitter profile picture) showed a male athlete with make-up on.  
Unsurpringly, athletes were significantly more likely to use personal pictures on 
Twitter than websites were of choosing an athlete’s personal picture to illustrate a story, z 
= -8.39, p < .001 (Table 34). The same holds true for photographs of athletes being 
passive in a sporting context: while 18% of the sampled male athletes’ Twitter profile 
pictures depicted them as such, only 12% of the pictures published on sports news 
websites did so, z = -2.00, p < .05. In contrast, websites were more likely to use 
photographs of athletes in action, showing emotions, receiving an award or trophy, or 
interacting with the press. 
Regarding clothing, while 90% of pictures published on sports news websites 
showed men in athletic clothes, only 61% of male athletes’ Twitter profile pictures did. 
This difference is significant, z = 7.86, p < .001. A similar difference was found for 
pictures of male athletes  in revealing clothes (3% on websites, but less than 1% on 
Twitter), z = 3.13, p < .01. Formal clothes were worn in about a quarter of male athletes’ 
profile pictures on Twitter, which is significantly more than sports news websites pictures 
(about 2%), z = -7.00, p < .001. A similar difference was found for casual clothes (10% 
of Twitter pictures, but only 2% of pictures published on websites), z = -3.40, p < .001. 
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Finally, even though the majority of these pictures depicted the men as athletes 
primarily, the proportions differed depending on the source of the picture (Table 35). 
Indeed, a picture that appeared on a sports news website was more likely to enhance the 
subject’s athleticism (90%) than if it was a Twitter profile picture (58%), z = -4.89, p < 
.001. Twitter profile pictures, on the other hand, were significantly more likely to depict 
male athletes as men primarily (12%), z = -4.89, p < .001. They were also significantly 
more likely to not enhance either trait (masculine or athletic) than women were to 
enhance either trait (feminine or athletic), z = -5.97, p < .001. There was no difference by 
source for pictures of male athletes that enhanced both the subject’s athleticism and his 
qualities as a man, z = -.68, p = n.s. 
Photographs of Female Athletes. Photographs of female athletes also presented 
several differences based on their source. First, a third of Twitter profile pictures were 
edited, giving them an artistic look, while less than 12% of the photographs that appeared 
on sports news websites were edited in this way. This difference is significant, z = -6.10, 
p < .001. Additionally, almost half of the female athletes sampled wore make-up in their 
Twitter profile picture while 15% of the photographs published on sports news websites 
showed female athletes with make-up on, z = -7.79, p < .001. 
Looking at the various types of pictures, Twitter profile pictures were 
significantly more likely to be personal pictures, z = -8.59, p < .001 (Table 36). They 
were also significantly more likely to come from professional photo shoots for which the 
athlete was like a model (29% vs. 8% of pictures published on sports news websites), z = 
-6.15, p < .001. Meanwhile, websites were significantly more likely to illustrate their 
stories with action shots (38%), emotional pictures (26%) and photographs taken during 
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awards ceremonies (10%). Contrary to the men, with women there was no difference in 
the use of pictures of athletes being passive in a sporting context (11% of website 
pictures and 9% of Twitter pictures), or in the use of athletes interacting with the press 
(3% and 6% respectively).  
About 5% of the sampled pictures of female athletes (websites or Twitter) showed 
the athletes in revealing clothing, no matter the source. Athletic clothing, though, was 
significantly more present in pictures published on sports news websites (90%) than in 
Twitter profile pictures (46%), z = 11.51, p < .001. In contrast, pictures of athletes 
wearing casual or formal clothing were significantly more likely to be Twitter pictures 
(12% and 29% respectively) than photographs illustrating stories on sports news websites 
(less than 1% and 3% respectively). 
Finally, a great majority of sports news websites photographs depicted the women 
as athletes primarily (87%), but that figure does not reach even 40% for Twitter profile 
pictures (Table 37). This difference is significant, z = 13.67, p < .001. Twitter profile 
pictures, on the other hand, were significantly more likely to depict female athletes as 
feminine women primarily (27%), z = -7.46, p < .001. They were also more likely to 
enhance both the athletes’ feminine qualities and their athleticism (12%) or not enhance 
either trait (24%) than pictures published on websites were (7% and 3% respectively).  
 
	  	  
 
 
CHAPTER 5 
CONCLUSIONS, DISCUSSION AND RECOMMENDATIONS 
With the rise of the Internet as a source of news, a deeper investigation into the 
gender issues of the online coverage of sports is needed. This dissertation is a collection 
of studies that provide a better understanding of the current state of women’s sports 
online exposure, both on traditional sports media websites, which are some of the most 
popular online news sources, and via social media, which arguably represent the future of 
news (Callaway, 2012; Himler, 2012; Huffington, 2009). 
Recap of Results 
Through four distinct, yet related, content analyses, this project focused on the 
framing of women’s sports compared to men’s sports. Three of these studied drew data 
from eights websites of traditional sports media companies from four different western 
countries, which present similarities in how their societies perceive gender in the sporting 
world. Therefore, besides gender differences, multi-national differences were also 
explored.  
Study 1 
Hypothesis 1, which predicted that sports news websites would offer significantly 
more coverage of men’s sports compared to women’s sports, was supported. The 
coverage of women’s athletics generally failed to reach 5% of the overall coverage, while 
the proportion of coverage of men’s athletics rarely fell under 90%. 
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Because previous literature indicates that the Olympics have historically triggered 
more coverage of women’s sports, hypothesis 2 predicted that coverage of female sports 
would pertain to the Olympics or the Paralympics significantly more than coverage of 
male sports would. In other words, it predicted that the ratio of Olympics or Paralympics 
coverage to general sports coverage would be greater in women’s sports than in men’s 
sports. This hypothesis was only partially supported because the Paralympics did not get 
much coverage regardless of the gender of the athletes. Regarding the Olympic games 
though, H2 was supported with more than a quarter of women’s sports stories having to 
do with the Olympics, compared to less than 3% of men’s sports stories. 
Correspondingly, the sampling procedure included a division of the year 2012 
into four quarters for data collection. Because the third quarter incorporated both the 
Olympic and the Paralympic games, hypothesis 3 predicted more coverage of female 
sports in the third quarter. When comparing the third quarter to the average of the three 
others, this hypothesis was supported. Quarter to quarter comparisons triggered different 
results though. Overall, this hypothesis was fully supported on only one of eight websites: 
the French-language Canadian site RDS. However, even though there was not necessarily 
more coverage of women’s sports during the third quarter of the year on a given website, 
the data did indicate that female athletes were covered more often during that quarter than 
any other because of a decrease in men’s sports coverage and an increase of stories 
discussing both men and women. 
Hypothesis 4 predicted that coverage of female athletics would emphasize 
individual sports (e.g. tennis) and sports that are traditionally perceived as feminine (e.g. 
gymnastics), with a smaller amount of coverage dedicated to team sports. It was not 
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supported. Even though an individual sport (tennis) was –by far– the most covered sport 
overall, two women’s team sports were much discussed on sports news websites: 
basketball (12% of overall women’s sports coverage) and soccer (slightly more than 6%). 
Finally, the first research question explored multi-national differences in the four 
countries studied. While there was no difference in the amount of that coverage, the 
sports covered differed depending on the country. Tennis was the only sport present in 
the top five of all countries studied, consistently placing as the first or second most-
covered sport covered for women. This shows that although the U.S., Canada, France and 
Great Britain cover women’s sports to about the same degree, the sports they cover are 
not necessarily the same.  
Study 2 
The second study took a closer look at the framing of women’s sports compared 
to the framing of men’s sports by sports news websites. Based on previous literature, it 
focused on the hypermasculinization and hyperfeminization of athletes, their 
infantilization and the production value of the coverage. The study also included an 
analysis of the pictures that illustrated the sampled stories. 
Overall Hypermasculinization, Hyperfeminization and Infantilization. 
Hypermasculinization and hyperfeminization were examined through the choice of 
storyline, the identification of athletes, and the presence or absence of four distinct items 
in each story (family status or love life, gender marking on the homepage, athletic skills 
emphasis and aesthetic descriptors). Some significant gender differences were found. A 
major finding was that men’s sports stories were more likely to be about athletics than 
women’s sports stories were. In contrast, women’s stories were more likely to focus the 
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on athletes’ families, love life or other private affairs. Even when it wasn’t the focus of 
the story, women’s stories were significantly more likely to mention an athlete’s family, 
love life or other private affairs than men’s stories were. 
In the same vein, female athletes were described with aesthetic terms significantly 
more often than male athletes, for whom adjectives related to strength or athletic prowess 
were preferred. All this suggests that both the hypermasculinization of male athletes and 
the hyperfeminization of female athletes is perpetrated online by traditional media 
companies.  
Previous literature had found the naming of the athletes as a divergence point in 
sports coverage: women athletes were often referred to by their first names while male 
athletes were mostly referred to by their full or last names. This study found that even 
though full names and last names were the most common way to name athletes regardless 
of gender, female athletes were called by their first names significantly more often than 
male athletes were. This, as Halbert and Latimer (1994) argue, echoed by Duncan and 
Messner (2000), suggests the infantilization of female athletes.  
Overall Production Value and Picture Analysis. Production value was 
examined through the number of pictures and videos attached to the story, the presence of 
statistics and the number of words per story. Although men’s stories were found to be 
significantly longer than women’s stories, no other gender difference was found. In other 
words, the number of videos or pictures illustrating stories was not different depending 
on the gender of the athletes discussed in the story. Picture sizes did not differ either.  
Taking a closer look at pictures, hypothesis 5 predicted that sports news websites 
would primarily use shots of athletes in action to illustrate male stories but would prefer 
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passive and emotional pictures for female stories. It was not supported. Indeed, there was 
gender difference in the use of action shots or pictures of athletes being passive in a 
sporting context, and emotional pictures were used significantly more for male athletes 
than for female athletes. This finding goes against the bulk of the previous literature 
about sports visuals. Similar analyses were run per country to detect any multi-national 
difference. 
Hypermasculinization, Hyperfeminization and Infantilization per Country. 
The U.S. was singled out as the country in which sports coverage includes the most 
gender gaps in the variables used for hypermasculinization and hyperfeminization. 
Indeed, American online sports coverage gender marked women’s sports stories 
significantly more often than men’s sports stories, discussed athletic skills in significantly 
more male stories than female stories, but used aesthetic descriptors in significantly more 
women’s sports stories than in men’s sports stories. Great Britain is the only other 
country in which sports coverage used significantly more power descriptors and 
references to athletic prowess for men than for women, while also using more aesthetic 
descriptors for women than men.  
Regarding infantilization, most gender differences were found in the U.S. and in 
France. However, only American coverage referred to female athletes by their first names 
significantly more often than it did for male athletes. Full names and last names were the 
most-used identifications in all countries studied, but some variations occurred per 
country. American stories used last names the most, but French stories used full names in 
the majority of cases. Both Canada and Great Britain used full names and last names at 
about the same rate. Overall, American journalists used full names significantly less and 
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last names significantly more than their international counterparts did. The opposite was 
true for French journalists. Unofficial nicknames were also used significantly more in 
American and French reports. 
Finally, all four countries presented similar trends in terms of storylines. Stories 
about an athletic aspect constituted the bulk of the sample everywhere. Men’s stories 
were focused on athletics more than women’s stories were in three of the countries (all 
but Canada), but no gender difference was found in any country. Stories about fights, 
assaults and other controversies were common as well. There were not many stories 
about an athlete’s family status or love life, but in both the United States and France, 
these stories were significantly more likely to be women’s stories than men’s stories.  
Production Value and Picture Analysis per Country. Although male stories 
were on average longer than female stories in each of the four countries studied, none of 
these gender gaps was statistically significant. There was also no significant difference in 
the other variables used for production value: number of pictures and videos attached to 
the story, size of pictures and presence of statistics. There is one interesting finding 
though: even though there was no significant gender gap, there were more pictures 
accompanying female stories than male stories in all but one country: France.  
Taking a closer look at pictures, shots in action and emotional pictures were the 
most used types of photographs in every country, regardless of gender. Websites from the 
U.S. used pictures from professional photoshoots (in which an athlete is the model) and 
headshots more often than their international counterparts did. In contrast, photographs 
taken during awards ceremonies were most used on websites from the three other 
countries.  
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Stories about athletes of both genders. Hypothesis 6 predicted that when a story 
included coverage of both male and female athletics, men would be more prominent than 
women. This hypothesis was supported. Indeed, coverage of men in mixed stories was 
found to be longer and appear first, titles were more likely to be about the men in the 
story and videos were used more often to illustrate male competitions than female events. 
Only in the number of pictures per gender was there no significant difference.  
Study 3 
The third study asked whether there is a difference in how male and female 
athletes frame themselves on their Twitter profiles. Four elements of a Twitter profiles 
were coded and analyzed: profile, cover and background pictures, and biographies. Cover 
pictures did not present any gender difference. The very small sample sizes for cover 
pictures (38 for men and 41 for women) made it more difficult to meet the p < .05 
standard. Other elements did include some gender differences. 
First, men were significantly more likely to use shots of themselves in action as 
profile pictures than women were. In contrast, women used professional photoshoot 
visuals and pictures of themselves answering or posing for the press significantly more 
often than men did. In the same vein, while men were more likely to wear athletic 
clothing on their profile pictures than women were, women were more likely to wear 
revealing clothing than men were. Therefore it is not surprising that women were found 
to frame themselves as feminine women primarily through their profile pictures more 
often than men were to frame themselves as masculine men primarily. On the other hand, 
men were found to portray themselves as athletes primarily more than women were. 
  111 
Analyses of background pictures indicated that men were about as likely to use 
shots in action as women were. However, women were still more likely to upload 
professional photoshoot visuals and pictures of themselves answering or posing for the 
press than men were, while men used photos of themselves being passive in a sporting 
context significantly more than women did. Gender differences were found in the type of 
clothing worn by athletes too: again, men were more likely to appear wearing athletic 
clothes than women were. Meanwhile, women wore formal or revealing clothing on 
background pictures significantly more often than men did. This did not transfer to 
significant gender differences in the depiction of athletes however. This may be explained 
by the fact that a single Twitter background can include several pictures. As such, 
background pictures were analyzed individually, but the depiction of the athlete through 
his or her Twitter background was coded and analyzed overall. As a result, sample sizes 
are much smaller for the “Depiction” variable, making it harder to meet significance 
standards. Overall, there was more than a 12-point gender difference, in favor of men, in 
the proportion of athletes who framed themselves as athletes primarily through their 
Twitter backgrounds. In contrast, one in ten female athletes portrayed themselves as 
feminine women on their Twitter backgrounds, but less than half as many male athletes 
framed themselves as masculine men. 
Trends were reversed when looking at biographies, with women framing 
themselves as athletes primarily significantly more often than men did. Female athletes 
were also more likely to mention an occupation other than their sporting careers than 
male athletes were. This difference is more than likely due to the financial differences in 
salaries between men’s sports and women’s sports. Indeed, male athletes are usually able 
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to make enough of a living through sports, but it can be more difficult for female athletes. 
Therefore for many men, but for far fewer women, the sport and the occupation are one. 
There was no gender difference in the number of biographies that mentioned the athlete’s 
family or his or her athletic career. 
Study 4 
Study 4 used data from previous studies to compare how the photographs of 
athletes on sports news websites compared to athletes’ Twitter account pictures by 
gender. Regardless of gender, pictures published on websites were significantly more 
likely to be shots in action, emotional pictures, awards ceremony visuals or photographs 
of athletes answering or posing for the press than Twitter profile pictures were. On the 
other hand, athletes’ personal pictures and professional photoshoot photographs were 
more likely to appear on Twitter profiles than websites.  
Regarding clothing, pictures of athletes wearing athletic clothing were favored by 
sports news websites. Even though this type of clothing was also what athletes wear on 
the majority of Twitter profile pictures, there were significantly more Twitter pictures on 
which athletes were wearing casual or formal clothing. Due mainly to the ESPN Body 
photo galleries, which were made up of professional pictures of nude and semi-nude 
athletes, websites were significantly more likely to publish photos of male athletes in 
revealing clothing than athletes were of choosing a picture of themselves in such clothing 
for their profile pictures. Because about 5% of female athletes chose photos of 
themselves wearing revealing clothing for their profile pictures, there was no such 
difference in the women’s sample. 
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In terms of overall depiction, photographs published on sports news websites 
were significantly more likely to frame athletes, regardless of gender, as athletes 
primarily. Twitter profile pictures, on the other hand, were significantly more likely to 
portray athletes as either maculine men (for male athletes) or feminine women (for 
female athletes), through gender stereotypes, than sports news websites’ pictures did.  
Summary and Discussion 
The pressure of market forces limits the range of coverage (Cunningham, 2003; 
Messner & Cooky, 2010), which means that media traditionally had limited time or space 
to cover events. This project, which analyzed a limitless medium (the Internet), shows 
that this restricted time or space associated with traditional media may not be the reason 
why women’s sports are undercovered on those platforms.  
Study 1 
Despite the limitless aspect of the Internet, traditional media companies still 
produce overwhelmingly more coverage of men’s sports than of women’s sports. Indeed, 
generally speaking, the coverage of women’s athletics barely reached 5% of the overall 
coverage at any given time in 2012, or on any given website – except for the BBC. In 
contrast, the proportion of coverage of men’s athletics rarely fell below 90%. This 
suggests that no matter what men’s sports they compete against (football or baseball in 
the U.S., ice hockey in Canada, soccer or rugby in Great Britain and France), women’s 
sports lose out.  
Even though there was not necessarily more coverage of women’s sports during 
the third quarter of the year (which included the Olympics) on a given website, the data 
did indicate that female athletes were reported on more often during that quarter than any 
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other – because of a decrease in men’s sports coverage and an increase of stories 
discussing both men and women. This is directly related to the second hypothesis, which 
asserted that coverage of female sports would pertain to the Olympics or the Paralympics 
significantly more than coverage of male sports would. Although the Paralympic games 
were barely covered at all, this hypothesis was supported regarding Olympic events. This, 
in turn, may explain the findings of H4 (which was not supported and asserted that 
coverage of female athletics would emphasize individual sports and sports that are 
traditionally perceived as feminine) and RQ1, which looked at national differences 
among the four countries studied. 
Indeed, basketball and soccer were two of the five most-covered sports in 2012. 
However, looking at each country individually, they appeared only in the top five of 
countries that reached at least the semi finals of the Olympic tournament. In soccer, the 
U.S. won the gold medal, and Canada beat France to take home its first Olympic medal. 
In basketball the U.S. won it all, beating a surprising team from France that very few 
expected in the final. The fact that soccer was not in the British top five, and that 
basketball was not in the Canadian and British top fives suggest that these good Olympic 
performances may be the reason why two women’s team sports enjoyed so much 
coverage in 2012, and one wonders if the findings would be the same if this study had 
been conducted during a non-Olympic year. 
It is important to note that among the websites sampled, three (BBC in Great 
Britain, TSN in English-Speaking Canada and RDS in French-speaking Canada) had a 
financial interest in Olympic coverage because their attached networks had the television 
rights in their countries. CBS, which was by far the website with the least amount of 
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women’s sports coverage, barely covered the games at all – men’s or women’s events. It 
would have been interesting to study NBC’s gender coverage because it is the American 
Olympic network, but it was beyond the scope of this study, which looked at the two 
most popular traditional media sports news websites in each country.  
Study 2 
The silent treatment given to women’s sports is not the only way traditional media 
websites framed women’s sports and female athletes as less important than men’s 
competitions and male athletes. Indeed, the identification of athletes by their first names 
only, which happens more frequently for women than for men, hints at the infantilization 
of female athletes, as suggested by both Halbert and Latimer (1994), and Duncan and 
Messner (2000). 
Moreover, women’s stories were gender marked more frequently than men’s 
stories, implying that men’s sports are the standard and women’s sports are considered 
the other. 
Furthermore, aesthetic terms are used more often for female athletes than for male 
athletes, and more comments are made about male athletes’ strength or athletic prowess. 
For instance, a story on Sky Sports mentioned Jessica Ennis’ “good looks and warm 
personality” while another story on L’Equipe referenced Maria Sharapova’s “perfectly 
tanned skin.” In contrast, golfer Gary Woodland was described as “one of the most 
powerful players in the game” on CBS, and French boxers’ Jean-Marc Mormeck’s great 
speed was highlighted in a BBC story. This shows that traditional gender stereotypes, 
which, as explained in chapter 2, present men as superior to women (Aitchinson, 2007; 
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Bryson, 1987; Hall, 1987; Messner, 2007), are perpetrated in online media sports 
coverage as well. 
Similar to traditional media, the production value of men’s sports coverage was 
found to be higher than that of women even though there was no difference in the use of 
statistics. Indeed, men’s stories were found to be longer than stories about women’s 
sports, and male athletes were generally given more prominence in stories about athletes 
of both sexes. Pictures also perpetrated some hypermasculinization and 
hyperfeminization characteristics because the photographs of female athletes published 
on sports news websites were more likely to be professional photoshoots, in which the 
athlete fills the role of a model, which implies the use of make-up for women and photo 
editing for both men and women. However, the analysis of pictures also revealed that 
sports news websites are as likely to use shots of athletes in action or emotional pictures 
for men as they are for women, which contradicts previous findings (Duncan, 1990; 
Hilliard, 1984).  
Even though, women’s sports were treated as less important than men’s sports 
overall, sports coverage in the U.S. particularly enhanced men’s sports. Gender marking 
for women as well as hypermasculinization and hyperfeminization were particularly 
strong in American coverage, and it is the only country whose journalists called female 
athletes by their first names significantly more often than they called male athletes by 
their first names. It is also one of two countries (along with France), in which stories that 
focus about an athlete’s family or love life are significantly more likely to be about 
women’s sports than men’s sports. Finally, pictures of female athletes that were 
published on either ESPN or CBS were more likely to have been taken during 
  117 
professional photoshoots (which usually means that female athletes wear make-up and 
that the photos are edited to fit beauty standards of a given society) than pictures of male 
athletes were. 
Similar to American coverage, British coverage also tended to highlight athletes’ 
strength and athletic abilities when they were male and discussed athletes’ looks more 
often when they were female. Both French and Canadian coverage also used power or 
athletic descriptors for men more often than for women, but looks were discussed at the 
same rate for both genders. 
The production value of stories did not differ by country. Although male stories 
were on average longer than female stories in every country, the gender gaps were not 
statistically significant. The fact that male stories were overall longer than female stories 
suggests multi-national differences in the average length of a story. Indeed, based on the 
sample studied, a story from a North American website (from the U.S. or Canada) is on 
average longer than a story from a European website (from Great Britain or France), 
regardless of gender. Taking the two extremes, an American story (published on ESPN or 
CBS) is, on average, more than three times as long as a French story (published on 
Eurosport or L’Equipe).  
Accordingly, findings indicate that sports news websites gave men’s sports more 
prominence, placing them as the normative, thus leaving women’s sports as the 
afterthought. Following in traditional media’s footsteps, findings also showed online 
media’s use traditional gender stereotypes to frame athletes of both sexes, discussing 
men’s power more often than women’s, but women’s looks more often than men’s, and 
infantilizing female athletes. Although photographs did not present the same gender gaps 
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that were found in previous studies –with more shots in action being used for men than 
women for instance, professional photoshoot pictures were used more frequently for 
female athletes than for male athletes. Although a professional photoshoot may also 
highlight a subject’s taste for athletics, pictures taken during a professional photoshoot 
are also more likely to try to meet a society’s traditional beauty standards than a picture 
taken during a competition or a press conference. 
Sports news websites from traditional media companies are only a tiny portion of 
online sports sources. Another source of information is social media, which give 
celebrities a new platform to present themselves directly to their public (Ploderer et al., 
2010). That is why the third study focused on how athletes frame themselves on Twitter. 
Study 3 
Twitter was chosen as the social medium to study for both conceptual and 
methodological reasons. First, Twitter is one of the most (if not the most) public social 
network (Smith, 2012). Second, Twitter has a special relationship with the sport industry 
(Gregory, 2009), which was discussed in detail in chapter 2. Third, contrary to other 
social media, Twitter “verifies” its famous users to combat identity loss (Fitton, Gruen, & 
Poston, 2010).  
The purpose of the study was to take a first step at determining whether a gender 
gap exists in the ways athletes frame themselves on Twitter. The findings hint at the 
possibility that, through Twitter, female athletes simultaneously preserve and counter the 
traditional gender roles and masculine hegemony in sports found in traditional media. 
Indeed, female athletes overwhelmingly present themselves as athletes through their 
biographies by stressing their athletic careers in them. However, visually speaking, 
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women tend to highlight their femininity. Female athletes seem to favor professional 
photographs rather than pictures in a sport context (either action shots or passive ones) 
and the opposite is true for male athletes. This leads to the presentation of female athletes 
as models rather than as athletes. Furthermore, fewer female athletes wear athletic clothes 
on Twitter pictures compared to male athletes, but more female athletes wear revealing 
clothes compared to male athletes. These findings indicate that female athletes visually 
frame themselves as women first and athletes second. Men, however, usually do the 
opposite, presenting themselves as athletes first – at least visually, through their profile, 
cover and background pictures. This is important because photos are critical elements of 
introduction on social networking websites (Siibak, 2009; Strano, 2008). 
Study 4 
Comparing Twitter profile pictures to pictures published on sports news website 
also presented some differences. Generally speaking, websites were more likely to 
highlight a subject’s athleticism than Twitter profiles were. This is not a surprising 
finding because a Twitter profile is more personal than a story written by a third party. 
Because the majority of news stories in the sample focused on athletics, pictures 
illustrating those stories often did too. This was not the case for Twitter profile pictures, 
especially those of female athletes. Indeed more than half of the male athletes’ profile 
pictures were sports-related (such as shots in action, emotional photos, awards 
ceremonies, etc.). In contrast, almost a third of female athletes’ profile pictures were 
personal pictures, and another third were professional photoshoot photographs. In other 
words, almost two thirds of the Twitter profile pictures chosen by female athletes did not 
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frame the profile owner as primarily an athlete. This is significantly different from the 
proportion of website pictures of women that depict them as athletes primarily (90%). 
For instance, soccer player Christie Rampone, who as captain of the U.S. national 
team is one of the most experienced players in the world, appeared on websites as a 
winner through emotional pictures, one in which the team celebrated a goal, or pictures of 
the awards ceremony (the U.S. won gold in the competition). Her Twitter profile picture, 
though, is a photoshoot picture of herself with a shopping bag full of groceries in one 
hand, and her baby girl in the other (Figure 3). Through her profile picture, Rampone thus 
frames herself as a woman and a mother first and foremost. No one would know her 
abilities with a soccer ball from how she presents herself visually through her Twitter 
profile picture. Similar conclusions can be drawn from heptathlon Olympic champion’s 
Jessica Ennis’ profile picture (taken at a red carpet event), or many tennis players’ 
pictures, including world number one Serena Williams and world number two Victoria 
Azarenka, former U.S. Open and French Open champion Svetlana Kuznetsova, or Grand 
Slam career winner Maria Sharapova. 
Recommendations and Conclusion 
The purpose of this dissertation was twofold. First, to examine the status of 
women’s sports international coverage online, and determine whether traditional media 
fulfilled women’s sports representatives’ hopes of giving women’s athletics more 
exposure now that they weren’t limited by time or space. Second, to take a first step at 
determining whether a gender gap exists in the ways athletes frame themselves on 
Twitter. 
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It is important to recognize limitations of the project before interpreting its results. 
First, a high number of tests of significance were run. Although these tests were run on 
many variables, which leads to a greater understanding of the impact of these variables,  
it also increases the likelihood of Type I errors, which we must take into consideration. 
Second, only two websites per country were analyzed so these results cannot be 
generalized to all websites. Third, some websites had financial incentives to cover 
specific events (mainly because of television rights). The BBC, RDS and TSN, for 
instance, were the television rights owners of the London Olympics in their respective 
countries. The five other websites included in the project were not. This may have 
affected the results, especially when the Olympic games were treated as a variable (but 
not only). The websites sampled for the U.S. and France did not own the television rights 
to the London Olympics. Interestingly, these two countries were found to be the two, in 
which sports coverage presented the widest gender gaps both in the amount and the 
quality of content. This cannot be waved off as a coincidence.  
Therefore, while this dissertation offers an introductory investigation into the 
gender issues of online coverage and exposure of sports, more research is needed. It 
would be interesting to include more websites, including some that are not directly 
related to traditional media companies, such as sport365.fr in France or Deadspin in the 
U.S. In the same vein, only one social network was included (Twitter), but there are many 
others that should be studied on the web. 
The work on social media specifically has barely begun. This project looked only 
at how athletes presented themselves through the main elements of a profile. But how do 
they use social media tools? Is there a gender difference there? Does the availability of 
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these tools (which are fairly recent) affect male and female athletes differently? What 
about the audience? Also, how does interactivity with the fans come into play? And how 
do websites and social media relate to one another? Those are all important questions that 
remain to be answered. 
However, this dissertation is a set of introductory studies that does provide a 
better understanding of the current state of sports online exposure on traditional sports 
media websites and Twitter for each sex. Despite the fact that they were not limited by 
either time or space, websites barely covered women’s sports, perpetrating the “symbolic 
annihilation” (Gerbner, 1972, p. 44) of women in sports historically found in traditional 
media. Women’s sports were generally found to be treated as less important than men’s 
sports in the quality of content and production. However, very few stories did not focus 
on athletics (even those about women’s sports), which goes against the findings of the 
most recent investigation of the longitudinal research about televised gender coverage 
conducted in California since 1989. Indeed, Messner and Cooky (2010) had concluded 
that women’s sports television coverage in 2009 often consisted of stories that focused on 
another aspect, such as an athlete’s family. This was not the case online, with both male 
and female athletes being treated primarily as athletes in most cases. 
On Twitter though, the opposite is true for women. Men also do not portray 
themselves as athletes primarily as often on Twitter as sports news websites do, but the 
gap between both sources is much wider for women, who emphasize their appearance 
(and attractiveness) as feminine women rather than their athletic abilities. By doing so, 
female athletes perpetuate the hegemonic masculinity tradition in sport. In news media, 
this practice “has been criticized both for the ways in which it renders lesbian and other 
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women athletes marginal or invisible from the vantage point of men’s continued positions 
of centrality in social life” (Messner & Cooky, 2010, p. 25).  
Perpetuating the cultural contradictions between femininity and athleticism this 
way also “robs [female athletes] of athletic legitimacy” (Bernstein, 2002, p. 422). Social 
networks offer a powerful new platform for women’s sports to gain exposure, coverage 
and fans, but only if the athletes use social media effectively (Hardin, 2009a; Weinburg, 
2009).  
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TABLES 
Table 1 
Stories by category, Study 1 
Category 
Frequency 
of Category 
(N = 448) 
Overall 
Proportion 
Number of 
stories 
Overall 
Proportion 
Lead Stories 448 15.29% 4,293 17.30% 
Headlines 448 15.29% 6,239 25.13% 
Columnists / Bloggers / Analysts 448 15.29% 3,597 14.50% 
Videos & Audio 417 14.23% 1,617 6.51% 
Results / Fixtures 426 14.54% 2,253 9.08% 
Additional Stories 378 12.90% 6,200 24.99% 
Poll 282 9.62% 284 1.14% 
Olympics & Paralympics 83 2.83% 337 1.36% 
TOTAL 2,930 100% 24,820 100% 
 
 
Table 2 
Gender Differences in the Amount of Sports News Stories That Mention the Olympic and 
Paralympic Games (All Stories and by Website) 
    N Olympics mention (N) 
Olympics 
mention (%) 
Paralympics 
mention (N) 
Paralympics 
mention (%) 
TO
TA
L 
Men 22,410 555 2.48%*** 51 < .01% 
Women 1,082 293 27.08%*** 25 0.02% 
Mixed 692 278 40.17% 29 0.04% 
Neutral 636 238 37.42% 15 0.02% 
ES
PN
 Men 3,877 51 1.32%
*** 1 < .01% 
Women 232 39 16.81%*** 1 < .01% 
Mixed 120 16 13.33% 0 0 
Neutral 96 18 18.75% 0 0 
C
B
S 
Men 2,575 19 0.74%** 0 0 
Women 19 7 36.84%** 0 0 
Mixed 37 5 13.51% 0 0 
Neutral 23 9 39.13% 0 0 
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TS
N
 
Men 1,794 48 2.68%*** 8 < .01% 
Women 76 44 57.89%*** 3 0.04% 
Mixed 50 24 48.00% 4 0.08% 
Neutral 36 16 44.44% 0 0 
R
D
S 
Men 2,108 56 2.66%*** 5 < .01% 
Women 110 40 36.36%*** 4 0.04% 
Mixed 72 39 54.17% 4 0.06% 
Neutral 54 27 5< .01% 1 0.02% 
Eu
ro
sp
or
t Men 3,520 105 2.98%** 1 < .01% 
Women 149 16 10.74%** 0 0 
Mixed 80 34 42.50% 0 0 
Neutral 64 30 46.88% 0 0 
L'
Eq
ui
pe
 Men 3,557 113 3.18%*** 15 < .01% 
Women 250 54 21.60%*** 4 0.02% 
Mixed 133 43 32.33% 2 0.02% 
Neutral 110 39 35.45% 0 0 
B
B
C
 
Men 2,170 124 5.71%*** 20 0.01% 
Women 185 66 35.68%*** 12 0.06% 
Mixed 146 87 59.59% 17 0.12% 
Neutral 166 56 33.73% 14 0.08% 
Sk
y 
Men 2,809 39 1.39%*** 1 < .01% 
Women 61 27 44.26%*** 1 0.02% 
Mixed 54 30 55.56% 2 0.04% 
Neutral 87 43 49.43% 0 0 
Note. z-tests for proportions were used to determine whether the difference between men 
and women was significant. 
*p < .05 **p < .01 ***p < .001 
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Table 3 
Gender Differences in the Amount of Coverage per Quarter (All Stories and by Website). 
    N Men Women Mixed Neutral 
TO
TA
L 
First Quarter 5891 91.58% 4.87%a 2.00% 1.54% 
Second Quarter 6129 90.49% 4.42%a 3.10% 1.99% 
Third Quarter 6358 86.68% 5.05%a 4.09% 4.18% 
Fourth Quarter 6442 92.49% 3.15%b 1.92% 2.44% 
ES
PN
 First Quarter 1050 89.62% 6.86%
a 1.71% 1.81% 
Second Quarter 1040 89.71% 5.96%a 2.69% 1.63% 
Third Quarter 1136 87.76% 5.28%a 3.70% 3.26% 
Fourth Quarter 1099 91.54% 3.46%b 2.91% 2.09% 
C
B
S 
First Quarter 659 96.21% 1.21%a 1.82% 0.76% 
Second Quarter 681 96.77% 0.44%a 2.06% 0.73% 
Third Quarter 696 96.26% 1.15%a 1.29% 1.29% 
Fourth Quarter 618 99.03% < .01%b 0.32% 0.65% 
TS
N
 
First Quarter 474 95.36% 2.32%b 1.69% 0.63% 
Second Quarter 530 < .01% 5.66%a 2.83% 1.51% 
Third Quarter 494 88.06% 5.87%a 3.24% 2.83% 
Fourth Quarter 458 93.89% 1.31%b 2.40% 2.40% 
R
D
S 
First Quarter 603 95.19% 2.99%b 1.16% 0.66% 
Second Quarter 606 92.90% 3.63%b 2.64% 0.83% 
Third Quarter 608 80.76% 9.21%a 4.11% 5.92% 
Fourth Quarter 527 91.08% 2.66%b 4.55% 1.71% 
Eu
ro
sp
or
t First Quarter 791 92.79% 5.06%a 2.02% 0.13% 
Second Quarter 910 94.07% 2.97%b 2.09% 0.88% 
Third Quarter 1024 88.67% 4.20%ab 3.91% 3.22% 
Fourth Quarter 1088 93.93% 3.58%ab 0.46% 2.02% 
L'
Eq
ui
pe
 First Quarter 883 89.24% 7.81%a 1.93% 1.02% 
Second Quarter 1024 87.50% 5.96%ab 4.49% 2.05% 
Third Quarter 941 84.48% 6.16%ab 4.68% 4.68% 
Fourth Quarter 1202 89.68% 5.16%b 2.16% 3.00% 
B
B
C
 
First Quarter 704 83.24% 6.96%ab 4.40% 5.40% 
Second Quarter 624 78.21% 8.33%a 6.89% 6.57% 
Third Quarter 638 76.18% 6.90%ab 8.93% 7.99% 
Fourth Quarter 701 87.02% 5.71%b 2.14% 5.14% 
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Sk
y 
First Quarter 727 94.36% 2.75%a 1.24% 1.65% 
Second Quarter 714 94.40% 1.96%a 1.26% 2.38% 
Third Quarter 821 88.79% 2.80%a 3.29% 5.12% 
Fourth Quarter 749 96.13% 0.53%b 1.20% 2.14% 
Note. Proportions having different subscripts differ at p < .05 using z-tests for 
proportions. 
 
 
Table 4 
The Ten Most Covered Women’s Sports in Each Country 
  United States Canada France Great Britain 
1 Basketball 34.26% Tennis 24.73% Tennis 46.12% Tennis 28.05% 
2 Tennis 15.94% Soccer 9.68% Winter** 11.28% Winter** 15.04% 
3 Soccer 11.16% Winter** 8.60% Basketball 8.02% Athletics* 13.82% 
4 Motorsports 5.58% Cycling 6.45% Swimming 7.52% Cycling 6.91% 
5 Athletics* 5.58% Athletics* 6.45% Soccer 5.26% Swimming 5.28% 
6 Winter** 4.78% Golf 4.84% Athletics* 4.26% Boxing 3.66% 
7 Softball 3.98% Diving 4.84% Golf 3.76% Team, Olympic 3.66% 
8 Swimming 2.79% Basketball 4.30% Handball 2.26% Rowing 2.85% 
9 Multiple, non-Olympic 2.79% Ice hockey 4.30% 
Individual, 
non-Olympic 1.75% 
Individual, 
Olympic 2.44% 
10 Gymnastics 1.99% Gymnastics 4.30% Multiple, Olympic 1.75% Cricket 2.03% 
*Athletics include all track and field events as well as triathlon. 
**Winter sports are defined as outdoors activities practiced in the winter. They include all 
types of skiing, snowboarding, luge, bobsleigh, skeleton, and biathlon; but they do not 
include ice-hockey or figure skating for instance, because they are typically practiced 
inside (both ice hockey and figure skating are part of the 27 sports listed individually). 
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Table 5 
Study 2 Data: Type of Sport Covered, Level of Competition and Type of Story by Gender 
	  	   	  	   N Male  (n = 412) Female  (n = 412) Mixed  (n = 329) 
Ty
pe
 o
f 
Sp
or
t 
Individual  618 42.23% 64.81% 53.80% 
Team 357 54.37% 26.21% 7.60% 
Individual by Team* 42 1.94% 4.61% 4.56% 
Multiple Types 136 1.46% 4.37% 34.04% 
Le
ve
l 
Amateur 11 0.49% 1.21% 1.22% 
Collegiate 49 4.13% 6.55% 1.52% 
Professional 818 84.22% 63.59% 63.53% 
Olympic / Paralympic 246 10.92% 24.03% 31.00% 
Multiple Levels 29 0.24% 4.61% 2.74% 
Ty
pe
 o
f S
to
ry
 
News 621 62.14% 58.98% 37.08% 
Feature 160 12.86% 13.35% 15.81% 
Interview 16 1.46% 2.43% 0% 
Column / Blog Post 204 18.45% 17.23% 17.33% 
Live Coverage 56 0.97% 1.70% 13.68% 
Results / Schedule 71 3.16% 4.13% 12.46% 
Photo Gallery 11 0.24% 0.49% 2.43% 
Interaction with Audience 5 0.24% 0.97% 0% 
Other 9 0.49% 0.73% 1.22% 
* Individual by team refers to stories about team competitions in traditionally individual 
sports (examples include relays in swimming or team competitions in equestrian). 
 
Table 6 
Gender Differences in the Gender Marking of Stories on Homepages, the Mention of 
Athletic Skills, the Use of Aesthetic Descriptors and the Mention of Family for All Stories 
  N None For Male1 
For 
Female1 
For 
Both1 
z-test between 
Male and Female 
Gender Marking 1153 81.87% 6.94% 10.58% 0.61% z = -3.10** 
Athletic Skills 1153 80.14% 12.32% 6.24% 1.30% z = 5.12*** 
Aesthetic Descriptors 1153 95.66% 1.04% 3.04% .26% z = -3.41*** 
Family  1153 87.77% 4.86% 7.02% .35% z = -2.20* 
*p < .05 **p < .01 ***p < .001 
1 For every story (female, male and mixed), coders indicated whether items in the left 
column were present for male athletes only, female athletes only, or both. 
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Table 7 
Identification of Athletes in Homepage Titles by Gender  
	  	   N None Full Name First Name Last Name Official Nickame Unofficial Nickame 
Male 412 40.05% 10.19%* 1.94%** 45.63% 0.24% 1.94% 
Female 412 34.47% 15.29%* 5.58%** 44.17% 0% 0.49% 
Mixed 329 55.93% 9.12% 1.52% 32.83% 0% 0.61% 
Note. z-tests for proportions were used to determine whether the difference between men 
and women was significant. 
*p < .05 **p < .01 ***p < .001 
 
 
 
 
Table 8 
Gender Differences in the Identification of Athletes in all Stories 
	  	   Full Name First Name Last Name Official Nickame Unofficial Nickame 
Male 5,323 241 5,641 91 103 
Proportion (N = 11,399) 46.70%** 2.11%*** 49.49%** 0.80%*** 0.90%** 
Female 3,792 263 3,684 6 45 
Proportion (N = 7,790) 48.68%** 3.38%*** 47.29%** 0.08%*** 0.58%** 
Note. z-tests for proportions were used to determine whether the difference between men 
and women was significant. 
*p < .05 **p < .01 ***p < .001 
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Table 9 
Focus of Stories by Gender 
  N Male  (n = 412) 
Female  
(n = 412) 
Mixed  
(n = 329) 
Athletics 987 87.38% 82.52% 86.93% 
Sexuality & Appearance 7 0.24% 1.21% 0.30% 
Family Status 21 0.97%* 3.64%* 0.61% 
The Absurd 1 0% 0% 0.30% 
Fights, Assaults and Controversy 96 9.22% 8.98% 6.38% 
Event Organization 11 0.97% 0.49% 1.82% 
Entertainment 3 0% 0.24% 0.61% 
Awards ceremony 14 0.49% 0.73% 2.74% 
Other 13 0.73% 2.18% 0.30% 
Note. z-tests for proportions were used to determine whether the difference between male 
and female was significant. 
*p < .05 **p < .01 ***p < .001 
 
 
Table 10 
Gender Differences in the Presence of Statistics in Stories 
  N None In-Text Only Side Box Only Both in-text and on the side 
Male 412 56.55% 32.28% 5.58% 5.58% 
Female 412 59.22% 30.34% 6.31% 4.13% 
Mixed 329 69.30% 23.10% 4.56% 3.04% 
Note. z-tests for proportions indicated no significant gender difference. 
 
 
Table 11 
Gender Differences in the Number of Videos on Story Page and on Homepage 
  Videos on Story Page 
Videos on 
Homepage 
Total Number of 
Videos Mean per Story 
Male 92 11 103 0.25 
Female 120 8 128 0.31 
Mixed 83 6 89 0.27 
TOTAL 295 25 320 0.83 
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Table 12 
Gender Differences in the Number of Pictures on Story Page and on Homepage 
  Pictures on Story Page 
Pictures on 
Homepage 
Total Number of 
Pictures Mean per Story 
Male 379 81 460 1.12 
Female 429 82 511 1.24 
Mixed 553 100 653 1.98 
TOTAL 1361 263 1624 4.34 
 
 
 
Table 13 
Content of Pictures by Gender  
	  	   N Male Stories (n = 460) Female Stories (n = 511) Mixed Stories (n = 653) 
Athlete 1417 83.04%*** 90.41%*** 87.75% 
Coach or manager  33 5.22%*** 0.59%*** 0.92% 
Family Member  3 0.22% 0.39% 0.00% 
Other Person / Pet  83 6.52% 4.70% 4.44% 
Inanimate  48 2.39% 1.17% 4.75% 
Logo  12 1.09% 1.17% 0.15% 
Montage of Athletes  28 1.52% 1.57% 1.99% 
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Table 14 
Type of Picture by Gender of Athlete 
	  	   N Male (n = 707) Female (n = 690) Both (n = 18) Unknown (n = 2) 
Shot in Action 504 34.79% 36.09% 38.89% 100% 
Sport Context, Passive  172 12.87% 11.59% 5.56% 0% 
Emotion  405 31.12% 26.52% 11.11% 0% 
Awards ceremony  127 7.50% 10.00% 27.78% 0% 
Press  74 6.79%* 3.91%* 11.11% 0% 
Photoshoot  81 3.11%*** 8.12%*** 0% 0% 
Sponsorship / Ad  5 0.28% 0.43% 0% 0% 
Headshot  34 2.69% 2.17% 0% 0% 
Team Picture  3 0.14% 0.29% 0% 0% 
Personal Picture  4 0%* 0.58%* 0% 0% 
Other  8 0.71% 0.29% 5.56% 0% 
Note. z-tests for proportions were used to determine whether the difference between male 
and female was significant. 
*p < .05 **p < .01 ***p < .001 
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Table 15 
Gender Differences in the Gender Marking of Stories on Homepages, the Mention of 
Athletic Skills, the Use of Aesthetic Descriptors and the Mention of Family, by Country 
  N None For Male 
For 
Female 
For 
Both 
z-tests between 
Male and Female 
Gender Marking       
U.S. 313 83.39%a 4.47%a 11.18%a 0.96%a z = -3.15** 
Canada 281 85.41%ac 6.76%a 7.47%a 0.36%a z = -0.33 
France 274 68.98%b 13.50%b 17.15%b 0.36%a z = -1.19 
Great Britain 285 89.12%c 3.51%a 6.67%a 0.70%a z = -1.72 
Athletic Skills       
U.S. 313 64.86%a 21.09%a 12.78%a 1.28%a z = 2.79** 
Canada 281 84.70%b 9.96%b 3.91%b 1.42%a z = 2.84** 
France 274 87.96%b 7.66%b 3.28%b 1.09%a z = 2.27** 
Great Britain 285 84.91%b 9.47%b 4.21%b 1.40%a z = 2.50* 
Aesthetic Descriptors            
U.S. 313 93.29%a 1.60%a 4.79%a 0.32%a z = -2.28* 
Canada 281 95.02%ab 1.07%a 3.20%ab 0.71%a z = -1.75 
France 274 97.45%b 1.09%a 1.46%b 0%a z = -0.39 
Great Britain 285 97.19%b 0.35%a 2.46%ab 0%a z = -2.15* 
Family            
U.S. 313 82.43%a 7.35%a 9.58%a 0.64%a z = -1.00 
Canada 281 88.97%b 3.56%b 7.12%ab 0.36%a z = -1.88 
France 274 92.34%b 2.55%b 4.74%b 0.36%a z = -1.37 
Great Britain 285 88.07%b 5.61%ab 6.32%ab 0%a z = -0.36 
Notes. z-tests for proportions were used to determine whether the difference between men 
and women was significant within each country. 
*p < .05 **p < .01 ***p < .001 
Overall country proportions having different subscripts differ at p < .05 using z-tests for 
proportions. 
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Table 16 
Identification of Athletes in Homepage Titles by Gender, by Country 
	  	   N None Full Name First Name Last Name Official Nickame Unofficial Nickame 
U.S.        
  Male 107 53.27% 9.35% 4.67% 28.04% 0.93% 3.74% 
  Female 107 52.34% 15.89% 9.35% 21.50% 0% 0.93% 
  Mixed 99 62.63% 10.10% 4.04% 22.22% 0% 1.01% 
Canada 
 
            
  Male 106 29.25% 18.87% 1.89% 50.00% 0% 0% 
  Female 106 27.36% 23.58% 4.72% 44.34% 0% 0% 
  Mixed 69 36.23% 23.19% 0% 40.58% 0% 0% 
France               
  Male 106 42.45% 5.66% 0%* 50.94% 0% 0.94% 
  Female 106 31.13% 9.43% 3.77%* 54.72% 0% 0.94% 
  Mixed 62 45.16% 3.23% 1.61% 48.39% 0% 1.61% 
G.B.               
  Male 93 34.41% 6.45% 1.08% 54.84% 0% 3.23% 
  Female 93 25.81% 11.83% 4.30% 58.06% 0% 0% 
  Mixed 99 69.70% 2.02% 0% 28.28% 0% 0% 
Note. z-tests for proportions were used to determine whether the difference between men 
and women was significant within each country. 
*p < .05 **p < .01 ***p < .001 
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Table 17 
Gender and Cross-Country Differences in the Identification of Athletes in Stories 
	  	   Full Name First Name Last Name Official Nickame Unofficial Nickame 
U.S. 39.97%a 2.64%a 55.80%a 0.54%a 1.05%a 
Male 2056 81 2732 44 65 
Proportion 
(N = 4978) 41.30%
** 1.63%*** 54.88%* 0.88%*** 1.31%*** 
Female 1212 135 1831 0 21 
Proportion 
(N = 3199) 37.89%
** 4.22%*** 57.24%* 0%*** 0.66%*** 
Canada 50.32%b 2.80%ab 46.08%b 0.36%a 0.44%b 
Male 1508 81 1400 14 14 
Proportion 
(N = 3017) 49.98% 2.68% 46.40% 0.46% 0.46% 
Female 1118 65 1005 5 9 
Proportion 
(N = 2202) 50.77% 2.95% 45.64% 0.23% 0.41% 
France 64.70%c 4.01%b 28.79%c 0.85%a 1.65%a 
Male 730 50 515 18 20 
Proportion 
(N = 1333) 54.76%
*** 3.75% 38.63%*** 1.35%*** 1.50% 
Female 641 35 95 0 15 
Proportion 
(N = 786) 81.55%
*** 4.45% 12.09%*** 0%*** 1.91% 
G.B. 50.35%b 1.55%c 47.55%b 0.44%a 0.11%c 
Male 1029 29 994 15 4 
Proportion 
(N = 2071) 49.69% 1.40% 48.00% 0.72%
*** 0.19%* 
Female 821 28 753 1 0f 
Proportion 
(N = 1603) 51.22% 1.75% 46.97% 0.06%
*** 0%* 
Notes. z-tests for proportions were used to determine whether the difference between men 
and women was significant within each country. 
*p < .05 **p < .01 ***p < .001 
Overall country proportions having different subscripts differ at p < .01 using z-tests for 
proportions. 
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Table 18 
Focus of Stories by Gender, by Country 
  Male Female Mixed 
z-tests between 
Male and 
Female 
U.S. (N) (107) (107) (99)  
Athletics  85.98% 76.64% 79.80% z = 1.77 
Sexuality & Appearance 0.93% 3.74% 1.01% z = -1.37 
Family Status 1.87% 7.48% 1.01% z = -1.96* 
The Absurd 0% 0% 1.01% N/A 
Fights, Assaults and Controversy 9.35% 10.28% 12.12% z = -0.23 
Event Organization 0.93% 0.00% 1.01% z = 1.00 
Entertainment 0% 0.93% 2.02% z = -1.00 
Awards ceremony 0% 0% 2.02% N/A 
Other 0.93% 0.93% 0.00% z = 0 
Canada (N) (106) (106) (69)  
Athletics  82.08% 88.68% 91.30% z = -1.37 
Sexuality & Appearance 0% 0.94% 0% z = -1.00 
Family Status 0.94% 1.89% 0% z = -0.59 
Fights, Assaults and Controversy 13.21% 5.66% 1.45% z = 1.90 
Event Organization 1.89% 0.94% 1.45% z = 0.59 
Awards ceremony 0.94% 0.00% 5.80% z = 1.00 
Other 0.94% 1.89% 0.00% z = -0.59 
France (N) (106) (106) (62)  
Athletics  94.34% 86.79% 83.87% z = 1.90 
Family Status 0% 3.77% 1.61% z = -2.04* 
Fights, Assaults and Controversy 4.72% 4.72% 6.45% z = 0 
Event Organization 0% 0.94% 4.84% z = 1.00 
Awards ceremony 0.94% 0% 3.23% z = -1.00 
Other 0% 3.77% 0% z = -2.04* 
G.B. (N) (93) (93) (99)  
Athletics  87.10% 77.42% 92.93% z = 1.74 
Family Status 1.08% 1.08% 0% z = 0 
Fights, Assaults and Controversy 9.68% 16.13% 4.04% z = -1.32 
Event Organization 1.08% 0% 1.01% z = 1.00 
Awards ceremony 0% 3.23% 1.01% z = -1.76 
Other 1.08% 2.15% 1.01% z = -0.58 
Note. z-tests for proportions were used to determine whether the difference between male 
and female was significant within each country. 
*p < .05 **p < .01 ***p < .001 
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Table 19 
Gender and Cross-Country Differences in the Presence of Statistics in Stories 
  N None In-Text Only Side Box Only Both in-text and on the side 
U.S. 313 50.48%a 40.26%a 3.19%ab 6.07%ac 
 Male 107 42.06% 42.99% 3.74% 11.21% 
 Female 107 48.60% 43.93% 1.87% 5.61% 
 Mixed 99 61.62% 33.33% 4.04% 1.01% 
Canada 281 60.85%ab 38.79%a 0.36%a 0%b 
 Male 106 50.94% 49.06% 0% 0% 
 Female 106 60.38% 38.68% 0.94% 0% 
 Mixed 69 76.81% 23.19% 0% 0% 
France 274 70.44%b 22.26%b 5.11%b 2.19%bc 
 Male 106 70.75% 20.75% 6.60% 1.89% 
 Female 106 70.75% 20.75% 5.66% 2.83% 
 Mixed 62 69.35% 27.42% 1.61% 1.61% 
G.B. 285 64.21%b 13.33%b 13.68%c 8.77%a 
 Male 93 63.44% 13.98% 12.90% 9.68% 
 Female 93 56.99% 16.13% 18.28% 8.60% 
 Mixed 99 71.72% 10.10% 10.10% 8.08% 
Notes. z-tests for proportions indicated no significant gender difference in any country. 
Overall country proportions having different subscripts differ at p < .05 using z-
tests for proportions. 
 
 
Table 20 
Mean Number of Words for Each Story by Gender, by Country 
  Male Stories Female Stories Mixed Stories 
t-tests between 
Male and Female 
Stories 
U.S. 970.53 793.68 632.56 t (156) = 1.63 
Canada 527.64 456.53 625.67 t (209) = 1.72 
France 259.17 186.99 341.06 t (187) = 1.86 
G.B. 418.62 392.33 354.08 t (184) = .73 
Total 548.98 460.25 492.38 t = 2.40 
Notes. Welch two-tailed independent samples t-tests indicated no significant gender 
difference in any country. 
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Table 21 
Type of Picture by Gender of Athlete in the Photo, by Country 
	  	   N Male (n = 707) Female (n = 690) Both (n = 18) Unknown (n = 2) 
U.S. (N) (472) (223) (245) (3) (1) 
Shot in Action 185 38.12% 39.59% 66.67% 100% 
Sport Context, Passive  64 14.80% 12.65% 0% 0% 
Emotion  88 19.28% 18.37% 0% 0% 
Awards ceremony  14 3.59% 2.45% 0% 0% 
Press  18 5.38% 2.45% 0% 0% 
Photoshoot  63 9.42%* 17.14%* 0% 0% 
Sponsorship / Ad  3 0.45% 0.82% 0% 0% 
Headshot  28 7.62% 4.49% 0% 0% 
Team Picture  1 0.00% 0.41% 0% 0% 
Personal Picture  2 0.00% 0.82% 0% 0% 
Other  6 1.35% 0.82% 33.33% 0% 
Canada (N) (284) (136) (138) (10) (0) 
Shot in Action 110 38.24% 38.41% 50.00% - 
Sport Context, Passive  38 15.44% 12.32% 0% - 
Emotion  81 32.35% 26.81% 0% - 
Awards ceremony  41 9.56% 17.39% 40.00% - 
Press  8 3.68% 1.45% 10.00% - 
Photoshoot  2 0% 1.45% 0% - 
Headshot  2 0.74% 0.72% 0% - 
Personal Picture  2 0% 1.45% 0% - 
France (N) (176) (112) (63) (1) (0) 
Shot in Action 48 25.89% 30.16% 0% - 
Sport Context, Passive  24 12.50% 15.87% 0% - 
Emotion  66 38.39% 34.92% 100% - 
Awards ceremony  22 13.39% 11.11% 0% - 
Press  8 5.36% 3.17% 0% - 
Photoshoot  4 1.79% 3.17% 0% - 
Sponsorship / Ad  2 0.89% 1.59% 0% - 
Team Picture  1 0.89% 0% 0% - 
Other  1 0.89% 0% 0% - 
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G.B. (N) (485) (236) (244) (4) (1) 
Shot in Action 161 33.90% 32.79% 0% 100% 
Sport Context, Passive  46 9.75% 9.02% 25% 0% 
Emotion  170 38.14% 32.38% 25% 0% 
Awards ceremony  50 7.20%* 13.11%* 25% 0% 
Press  40 9.32% 6.97% 25% 0% 
Photoshoot  12 0.85%* 4.10%* 0% 0% 
Headshot  4 0.42% 1.23% 0% 0% 
Team Picture  1 0% 0.41% 0% 0% 
Other  1 0.42% 0% 0% 0% 
Note. z-tests for proportions were used to determine whether the difference between male 
and female was significant within each country. 
*p < .05 **p < .01 ***p < .001 
 
Table 22 
Gender Mentioned in Title and First Gender Mentioned in Story for Mixed Stories 
  N None Male Female Both 
Gender of Title 329 55.93% 21.58%* 15.50%* 6.99% 
Mentioned First in Story 181 0% 61.33%*** 38.67%*** 0% 
Note. z-tests for proportions were used to determine whether the difference between male 
and female was significant. 
*p < .05 **p < .01 ***p < .001 
 
 
 
Table 23 
Gender Differences in the Number of Paragraphs, Pictures and Videos for Mixed Stories 
  Male Female Both or Neutral 
t-tests between 
Male and Female 
Number of Paragraphs 1404 999 545 - 
Mean per Story (n = 257) 5.46 3.89 2.12 t(473) = 2.89*** 
Number of Pictures 303 213 37 - 
Mean per Story (n = 329) 0.92 0.65 0.11 t(646) = 1.66 
Number of Videos 48 14 17 - 
Mean per Story (n = 329) 0.15 0.04 0.05 t(406) = 2.30* 
Note. Welch two-tailed independent samples t-tests were used to determine whether the 
difference between male and female was significant. 
*p < .05 **p < .01 ***p < .001 
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Table 24 
Content of Profile and Cover Pictures by Gender 
  Profile picture Cover picture 
  Male (N = 185) 
Female 
(N = 198) 
Male 
(N = 38) 
Female 
(N = 41) 
No picture 1.01% 0% 72.73% 67.17% 
Athlete himself/ herself 92.93% 100.00% 19.19% 20.71% 
Coach 0% 0% 0% 0% 
Family 0% 0% 0% 0% 
Other Person / pet 2.02% 0% 0% 0.51% 
Inanimate 2.02% 0% 8.08% 10.61% 
Logo 1.52% 0% 0% 0.51% 
Montage of Athletes 0.51% 0% 0% 0.51% 
 
 
 
Table 25 
Type of Biography and Type of Link in Biography (if any) by Gender 
  Male Female 
Type of biography (N) (198) (198) 
No biography 9.09% 1.52% 
Only a link 8.59% 8.59% 
Some information, no link 39.90% 23.23% 
Both link and information 42.42% 66.67% 
Type of Link (N) (103) (149) 
Official Website or Blog 60.19% 77.18% 
Social Media Page 22.33% 14.09% 
Sponsor’s Page 1.94% 1.34% 
Team or League’s Page 6.80% 2.01% 
Foundation or Association’s Page 3.88% 2.68% 
Other 4.85% 2.68% 
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Table 26 
Gender Differences in Who Athletes Appeared With on Their Profile and Cover Pictures 
  Profile Picture Cover Picture 
 
Male 
(N = 185) 
Female 
(N = 198) 
Male 
(N = 38) 
Female 
(N = 41) 
No one  82.16%** 92.93%** 52.63% 68.29% 
Family member 5.41% 2.53% 2.63% 4.88% 
Coach  0% 0.51% 0% 0% 
Fellow athlete  9.73%** 2.02%** 36.84% 21.95% 
Animal  0% 1.01% 0% 4.88% 
Celebrity 0% 0.51% 0% 0% 
Other  2.70% 0.51% 7.89% 0% 
Note. z-tests for proportions were used to determine whether the difference 
between men and women was significant. 
*p < .05 **p < .01 ***p < .001 
 
 
 
Table 27 
Gender Differences in the Types of Profile and Cover Pictures 
 Profile Picture Cover Picture 
 N 
Male 
(N = 185) 
Female 
(N = 198) N 
Male 
(N = 38) 
Female 
(N = 41) 
Shot in Action 57 20.00%** 10.10%** 28 31.58% 39.02%  
Sport Context, Passive 52 18.38%** 9.09%** 8 15.79% 4.88% 
Emotion 28 10.81%* 4.04%* 7 13.16% 4.88% 
Awards ceremony 12 1.62% 4.55% 2 2.63% 2.44% 
Press 15 1.62%* 6.06%* 1 0.00% 2.44% 
Photoshoot 83 13.51%*** 29.29%*** 11 7.89% 19.51% 
Sponsorship / Ad 6 1.08% 2.02% 2 2.63% 2.44% 
Headshot 14 1.62%* 5.56%* 0 0% 0% 
Team Picture 1 0% 0.51% 4 5.26% 4.88% 
Personal Picture 107 27.57% 28.28% 14 15.79% 19.51% 
Other 8 3.78%* 0.51%* 2 5.26% 0.00% 
TOTAL 383 100% 100% 79 100% 100% 
Note. z-tests for proportions were used to determine whether the difference between men 
and women was significant. 
*p < .05 **p < .01 ***p < .001 
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Table 28 
Gender Differences in the Kind of Clothing Athletes Wore on their Profile and Cover 
Pictures 
 Profile Picture Cover Picture 
 N 
Male 
(N = 185) 
Female 
(N = 198) N 
Male 
(N = 38) 
Female 
(N = 41) 
N/A 25 4.32% 8.59% 6 7.89% 7.32% 
Athletic Clothing 204 60.54%** 46.46%** 56 73.68% 68.29% 
Casual Clothing 41 9.73% 11.62% 1 0.00% 2.44% 
Formal Clothing 103 24.86% 28.79% 16 18.42% 21.95% 
Revealing Clothing 10 0.54%* 4.55%* 0 0% 0% 
TOTAL 383 100.00% 100.00% 79 100.00% 100.00% 
Note. z-tests for proportions were used to determine whether the difference between men 
and women was significant. 
*p < .05 **p < .01 ***p < .001 
 
 
Table 29 
Gender Differences in the Types of Pictures Included in Twitter Backgrounds 
 N 
Male 
(N = 151) 
Female 
(N = 166) 
z-tests between Male 
and Female 
N - 151 166  - 
Shot in Action 115 39.74% 33.13% z = 1.22 
Sport Context, Passive 46 21.19% 8.43% z = 3.22** 
Emotion 29 9.27% 9.04% z = .07 
Awards ceremony 14 1.32% 7.23% z = -2.67** 
Press 19 4.64% 7.23% z = -.98 
Photoshoot 49 7.28% 22.89% z = -4.02*** 
Sponsorship / Ad 7 2.65% 1.81% z = .50 
Headshot 2 0.66% 0.60% z = .07 
Team Picture 1 0% 0.60% z = -1.00 
Personal Picture 26 9.27% 7.23% z = .66 
Other 9 3.97% 1.81% z = 1.14 
TOTAL 317 100% 100% - 
*p < .05 **p < .01 ***p < .001 
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Table 30 
Gender Differences in the Kind of Clothing Athletes Wore on Pictures Included in Twitter 
Backgrounds 
 
N Male (N = 151) 
Female 
(N = 166) 
z-tests between Male 
and Female 
N/A 19 4.64% 7.23% z = -.98 
Athletic Clothing 217 74.83% 62.65% z = 2.36* 
Casual Clothing 45 16.56% 12.05% z = 1.14 
Formal Clothing 24 3.31% 11.45% z = -2.84** 
Revealing Clothing 12 0.66% 6.63% z = -2.93** 
TOTAL 317 100.00% 100.00% - 
*p < .05 **p < .01 ***p < .001 
 
 
 
 
Table 31 
Gender Differences in Twitter Biography Content 
  Male (N = 180) 
Female 
(N = 195) 
z-tests between 
Male and Female 
Presence of the following elements    
Career 76.67% 84.10% z = -1.81 
Family 13.33% 9.23% z = 1.25 
Other sports 2.22% 2.56% z = -.22 
Other Occupation 9.44% 19.49% z = -2.81** 
Alma mater 12.22% 10.77% z = .44 
Mentioned First    
Neither 20.00% 14.36% z = 1.45 
Career 74.44% 81.03% z = -1.53 
Family 5.56% 4.62% z = .41 
*p < .05 **p < .01 ***p < .001 
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Table 32 
Gender Differences in the Depiction of Athletes for Each Element of their Twitter Profile 
  N Athlete  Man/ Woman Both Neither 
Profile picture           
Male  185 58.38%*** 12.43%*** 5.41%* 23.78% 
Female 198 36.87%*** 27.27%*** 12.12%* 23.74% 
Cover picture       
Male  38 78.95% 5.26% 0%* 15.79% 
Female 43 60.47% 18.60% 11.63%* 9.30% 
Background picture(s)       
Male  84 77.38% 4.76% 9.52% 8.33% 
Female 96 64.58% 10.42% 17.71% 7.29% 
Biography       
Male  163 72.39%* 3.68% 12.27% 11.66%** 
Female 178 83.71%* 2.81% 9.55% 3.93%** 
*p < .05 **p < .01 ***p < .001 
 	  	  	  
Table 33 
Content of Photos by Source and Gender 
  Male Female 
  Websites (N = 676) 
Twitter 
(N = 196) 
Websites 
(N = 627) 
Twitter 
(N = 198) 
Athlete himself/ herself 92.75% 94.39% 98.41% 100% 
Coach 3.70% 0% 0.32% 0% 
Family 0% 0% 0.32% 0% 
Other Person / pet 1.33% 2.04% 0.32% 0% 
Inanimate 1.33% 2.04% 0.48% 0% 
Logo 0% 1.53% 0% 0% 
Montage of Athletes 0.89% 0% 0.16% 0% 
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Table 34 
Type of Male Pictures and Type of Clothing Worn by Male Athletes by Source 
 N 
Websites 
(N = 617) 
Twitter 
(N = 198) 
z-test for 
proportions 
Type of Picture     
Shot in Action 260 35.57%*** 20.00%*** 4.44*** 
Sport Context, Passive 110 12.12%* 18.38%* -2.00* 
Emotion 209 30.14%*** 10.81%*** 6.60*** 
Awards ceremony 52 7.81%*** 1.62%*** 4.37*** 
Press 46 6.86%*** 1.62%*** 3.82*** 
Photoshoot 47 3.51% 13.51% -3.82*** 
Sponsorship / Ad 4 0.32% 1.08% -.96 
Headshot 20 2.71% 1.62% .96 
Team Picture 1 0.16% 0% 1.00 
Personal Picture 51 0%*** 27.57%*** -8.39 
Other 12 0.80%* 3.78%* -2.06 
Type of Clothing     
N/A 21 2.07% 4.32% -1.41 
Athletic Clothing 678 90.27%*** 60.54%*** 7.86*** 
Casual Clothing 31 2.07%*** 9.73%*** -3.40*** 
Formal Clothing 60 2.23%*** 24.86%*** -7.00*** 
Revealing Clothing 22 3.35%** 0.54%** 3.13** 
Note. z-tests for proportions were used to determine whether the difference between 
websites’ and Twitter pictures was significant. 
*p < .05 **p < .01 ***p < .001 
 
Table 35 
Depiction of Male Athletes by Source 
 
Websites 
(N = 627) 
Twitter 
(N = 185) 
z-test for 
proportions 
Athlete 90.91% 58.38% 8.56*** 
Man / Woman 0.48% 12.43% -4.89*** 
Both 4.15% 5.41% -.68 
Neither 4.47% 23.78% -5.97*** 
Note. z-tests for proportions were used to determine whether the difference between 
websites’ and Twitter pictures was significant. 
*p < .05 **p < .01 ***p < .001 
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Table 36 
Type of Female Pictures and Type of Clothing Worn by Female Athletes by Source 
 N 
Websites 
(N = 617) 
Twitter 
(N = 198) 
z-test for 
proportions 
Type of Picture     
Shot in Action 252 37.60% 10.10% 9.49*** 
Sport Context, Passive 87 11.18% 9.09% .87 
Emotion 168 25.93% 4.04% 9.72*** 
Awards ceremony 68 9.56% 4.55% 2.64** 
Press 33 3.40% 6.06% -1.44 
Photoshoot 109 8.27% 29.29% -6.15*** 
Sponsorship / Ad 7 0.49% 2.02% -1.47 
Headshot 25 2.27% 5.56% -1.90 
Team Picture 3 0.32% 0.51% -.34 
Personal Picture 60 0.65% 28.28% -8.59*** 
Other 3 0.32% 0.51% -.34 
Type of Clothing     
N/A 27 1.62% 8.59% -3.39*** 
Athletic Clothing 645 89.63% 46.46% 11.51*** 
Casual Clothing 27 0.65% 11.62% -4.77*** 
Formal Clothing 75 2.92% 28.79% -7.87*** 
Revealing Clothing 41 5.19% 4.55% .37 
Note. z-tests for proportions were used to determine whether the difference between men 
and women was significant. 
*p < .05 **p < .01 ***p < .001 
 
Table 37 
Depiction of Female Athletes by Source 
 
Websites 
(N = 627) 
Twitter 
(N = 185) 
z-test for 
proportions 
Athlete 87.20% 36.87% 13.67*** 
Man / Woman 3.08% 27.27% -7.46*** 
Both 6.65% 12.12% -2.16* 
Neither 3.08% 23.74% -6.66*** 
Note. z-tests for proportions were used to determine whether the difference between 
websites’ and Twitter pictures was significant. 
*p < .05 **p < .01 ***p < .001	  
  147 
FIGURES 
 
Figure 1. Gender differences in the amount of coverage (all stories). 
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Figure 2. Proportion of women’s sports covered (all stories) – Only sports 
gathering at least 3% of coverage are indicated by name. 
 	  
 
Figure 3. Examples of female athletes’ Twitter profile pictures, depicting them primarily 
as feminine women rather than athletes. 
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Appendix I: 
Breakdown of Homepage Categories for Each Website 
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  157 
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Various looks of 
Olympic and/or 
Paralympic categories	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Appendix II: 
Coding Sheet for Study 1 
Source: 1- ESPN 2- CBS 3- TSN 4- RDS 
 5- Eurosport 6- L’Equipe 7- BBC Sport 8- Sky Sports 
Homepage #:  
Category:  
1- Lead Stories 2- Headlines 3- Columnists / Bloggers / Analysts 
4- Videos & Audio 5- Results / Fixtures 6- Additional Stories 
7- Poll 8- Olympics / Paralympics 
Number of “male” stories: 
 Including ____ about the London Olympics 
And ____ about the London Paralympics 
Number of “female” stories: 
 Including ____ about the London Olympics 
And ____ about the London Paralympics 
Number of “mixed” stories: 
 Including ____ about the London Olympics 
And ____ about the London Paralympics 
Number of “neutral” stories: 
 Including ____ about the London Olympics 
And ____ about the London Paralympics 
Total number of stories: 
 Including ____ about the London Olympics 
And ____ about the London Paralympics 
NUMBER OF STORIES FOR EACH SPORT AND GENDER CLASS 
Football:  __M __F __N __B 
Basketball: __M __F __N __B 
Soccer:  __M __F __N __B 
Ice hockey: __M __F __N __B 
Baseball:  __M __F __N __B 
Softball:  __M __F __N __B 
Team Handball: __M __F __N __B 
Rugby:  __M __F __N __B 
Tennis:  __M __F __N __B 
Golf:  __M __F __N __B 
Cycling:  __M __F __N __B 
Motorsports: __M __F __N __B 
Cricket: __M __F __N __B 
Gymnastics: __M __F __N __B 
Sync. Swim.: __M __F __N __B 
Track & field: __M __F __N __B 
Fencing:  __M __F __N __B 
Swimming:  __M __F __N __B 
Diving:  __M __F __N __B 
Volleyball:  __M __F __N __B 
Beach Volleyball:  __M __F __N __B 
Boxing:  __M __F __N __B 
Rowing & Kayak:  __M __F __N __B 
Sailing:  __M __F __N __B 
Martial Arts:  __M __F __N __B 
Equestrian:  __M __F __N __B 
Figure Skating: __M __F __N __B 
Winter Sports: __M __F __N __B 
Work Out/Health: __M __F __N __B 
Other ind. Ol.:  __M __F __N __B 
Other ind. non-Ol.:  __M __F __N __B 
Other team Ol.:  __M __F __N __B 
Other team non-Ol.:  __M __F __N __B 
Multiple Ol. sports:  __M __F __N __B 
Multiple non-Ol. sports: __M __F 
  __B 
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Appendix III: 
Intercoder Agreement on the Variables of Study 1 
Quarter  α = 1.0 
Source  α = 1.0 
Category  α = 1.0 
Number of Male Stories  α = .996 
 With Olympic Mention  α = .93 
 With Paralympic Mention  α = 1.0 
Number of Female Stories  α = .97 
 With Olympic Mention  α = .91 
 With Paralympic Mention  α = .94 
Number of “Mixed” Stories  α = .97 
 With Olympic Mention  α = .96 
 With Paralympic Mention  α = .93 
Number of “Neutral” Stories  α = .97 
 With Olympic Mention  α = .95 
 With Paralympic Mention  α = 1.0 
 
 
There were 118 additional variables (one for each gender within each sport in the 
list presented in Appendix 2). For all of those variables, .93 ≤ α ≤ 1.0. 
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Appendix IV: 
Coding sheet for Study 2 
Source: 1- ESPN 2- CBS 3- TSN 4- RDS 
 5- Eurosport 6- L’Equipe 7- BBC Sport 8- Sky Sports 
Category:  1- Lead Stories 2- Headlines 3- Columnists / Bloggers / Analysts 
Title of Article: __________________________________________________________ 
Gender:  1- Female 2- Male 3- Mixed 
Sport: 1- Football 2- Basketball 3- Soccer 4- Ice hockey 5- Baseball
 6- Softball 7- Team Handball 8- Rugby 9- Tennis 10- Golf 
 11- Cycling 12- Motorsports 13- Cricket 14- Gymnastics 15- Sync. Swim. 
 16- Track & field/Marathon/Triathlon/Heptathlon/Pentathlon 18- Fencing 
 19- Swimming 20- Diving 21- Volleyball 22- Beach Volleyball 
 23- Boxing  24- Rowing/Canoe-Kayak 25- Sailing 26- Martial Arts 
 27- Equestrian 28- Figure Skating 29- Winter Sports 30- Work Out/Health 
 31- Other individual Olympic sport 32- Other individual non-Olympic sport 
 33- Other team Olympic sport 34- Other team non-Olympic sport 
 35- Multiple Olympic sports 36- Multiple non-Olympic sports 
Type of sport: 1- Individual 2- Team 3- Individual by team 4- Multiple types 
Level: 1- Amateur 2- HS/College 3- Professional  4- Ol-/Para-lympic 5- Multiple  
Type of story: 1- News 2- Feature 3- Interview 4- Column 
 5- Live coverage 6- Results/Bracket 7- Photo Gallery 
 8- Interaction with audience 9- Other (specify): _______________ 
On the homepage: 
Gender marking?  0- No 1- Yes 
Identification: 0- None 1- Full name 2- First name 3- Last name 
 4- Official nickname 5- Unofficial nickname: 
How many pictures? 
How many videos? 
Focus of storyline: 1- Athletics  2- Sexuality/Appearance 3- Family, love, private affairs 
 4- The absurd 5- Fights and controversies 
 6- Event organization 7- Entertainment 
 8- Special achievement award 9- Other (specify): _________ 
Are the following elements present in the story? 
Reference to the athlete’s family? 0- No 1- For male 2- For female 3- For both 
Athletic Prowess?  0- No 1- For male 2- For female 3- For both 
Aesthetic Descriptors?  0- No 1- For male 2- For female 3- For both 
Statistics?  0- No 1- For male 2- For female 3- For both 
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How many pictures? 
How many videos? 
In the story (title excluded), how many times are athletes identified in each of the 
following ways: 
Women: Full: First: Last: Official nickname: Unofficial nickname: 
Men: Full: First: Last: Official nickname: Unofficial nickname: 
Number of words: 
Sex of author: 0- Unknown 1- Female 2- Male 
 
FOR MIXED STORIES ONLY: 
Type of competition:  1- Together 2- Against each other 3- Distinct 4- Different sports 
 => If “3” or “4”, Mentioned first in story:  1- Female 2- Male 3- N/A 
 => If “3” or “4”, Number of paragraphs per gender:  Female: Male: Both: 
Gender of title:  1- Female 2- Male 3- Mixed 
Number of pictures per gender:  Female: Male: Mixed: Neutral: 
Number of videos per gender:  Female: Male: Mixed: Neutral:  
 
PICTURES 
(NOTE: Each picture attached to the story, including homepage pictures must be 
coded) 
Size in pixels:  
Gender: 1- Female 2- Male 3- Mixed  4- Neutral 
Content of picture: 1- Athlete(s) 2- Coach / Manager 3- Family member 
 4- Other person/Pet 5- Inanimate 6- Logo  
 7- Montage of athletes 8- Other: _____________ 
FROM NOW ON, CODE ONLY IF THE PICTURE IS OF THE ATHLETE: 
Who does s/he appear with?  
1- No one 2- Family member 3- Coach / Manager 4- Fellow athlete(s) 
5- Animal 6- Celebrity  7- Other: _____________ 
Type of picture:  1- Action shot 2- Sport context, passive 3- Emotions 
 4- Awards ceremony 5- Press 6- Photoshoot 7- Sponsorship/ad 
 8- Headshot 9- Team picture 10- Personal pic 11- Other: _______ 
Type of shot: 1- Very Wide Shot 2- Body Shot 3- Mid Shot  
 4- Head Shot 5- Cut In 6- Point of View 7- Other 
Athlete wearing make-up? 0- No 1- Yes 
Artistic look?  0- No 1- Yes  
Clothing? 0- N/A 1- Athletic 2- Formal 3- Casual 4- Revealing 
Depicts athlete as: 1- Athlete primarily 2- Man/Woman primarily 3- Both 4- Neither 
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Appendix V: 
Intercoder Agreement on the Variables of Study 2 
Type of Sport α = .84 
Level of Competition α = .94 
Type of Story α = .99 
Gender on Homepage α = .95 
Identification on Homepage α = 1.0 
Picture on Homepage α = 1.0 
Video on Homepage α = 1.0 
Focus of Story α = .86 
Family Status α = 1.0 
Athletic Prowess α = .96 
Aesthetic Descriptors α = .92 
Statistics α = .96 
Number of Pictures α = .88 
Number of Videos α = .89 
Number of Full Name Identifications for Female Athletes α = .92 
Number of First Name Identifications for Female Athletes α = .92 
Number of Last Name Identifications for Female Athletes α = .96 
Number of Official Nickname Name Identifications for Female Athletes α = 1.0 
Number of Unofficial Nickname Identifications for Female Athletes α = .89 
Number of Full Name Identifications for Male Athletes α = .92 
Number of First Name Identifications for Male Athletes α = 1.0 
Number of Last Name Identifications for Male Athletes α = .91 
Number of Official Nickname Name Identifications for Male Athletes α = 1.0 
Number of Unofficial Nickname Identifications for Male Athletes α = .91 
Number of Words α = .99 
Sex of Author α = .88 
Mixed Stories, Type of Competition α = .94 
Mixed Stories, First α = .91 
Mixed Stories, Number of Paragraphs about Women’s Sports α = .89 
Mixed Stories, Number of Paragraphs about Men’s Sports α = .88 
Mixed Stories, Number of Paragraphs about Both Genders α = .88 
Mixed Stories, Gender of Title α = .96 
Mixed Stories, Number of Female Pictures α = 1.0 
Mixed Stories, Number of Male Pictures α = .99 
Mixed Stories, Number of “Mixed” Pictures α = 1.0 
Mixed Stories, Number of Neutral Pictures α = 1.0 
Mixed Stories, Number of Female Videos α = .99 
Mixed Stories, Number of Male Videos α = .998 
Mixed Stories, Number of “Mixed” or “Neutral” Videos α = .97 
Pictures, Gender of Pictures α = .99 
Picture Length α = 1.0 
Picture Height α = 1.0 
Pictures, Content  α = 1.0 
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Pictures, Who Athlete Appears With α = .90 
Pictures, Type of Picture α = .97 
Pictures, Type of Shot  α = .94 
Pictures, Make-Up α = .95 
Pictures, Artistic α = .97 
Pictures, Type of Clothing  α = .93 
Pictures, Depiction of Athlete α = .96 
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Appendix VI 
Coding sheet for Study 3 
Athlete: 
Gender:  1- Female 2- Male 
Sport: 1- Football 2- Basketball 3- Soccer 4- Ice hockey 5- Baseball
 6- Softball 7- Team Handball 8- Rugby 9- Tennis 10- Golf 
 11- Cycling 12- Motorsports 13- Cricket 14- Gymnastics 15- Sync. Swim. 
 16- Track & field/Marathon/Triathlon/Heptathlon/Pentathlon 18- Fencing 
 19- Swimming 20- Diving 21- Volleyball 22- Beach Volleyball 
 23- Boxing  24- Rowing/Canoe-Kayak 25- Sailing 26- Martial Arts 
 27- Equestrian 28- Figure Skating 29- Winter Sports 30- Work Out/Health 
 31- Other individual Olympic sport 32- Other individual non-Olympic sport 
 33- Other team Olympic sport 34- Other team non-Olympic sport 
 35- Multiple Olympic sports 36- Multiple non-Olympic sports 
 
ABOUT THE PROFILE PICTURE 
Gender: 1- Female 2- Male 3- Mixed  4- Neutral 
Content of picture: 1- Athlete(s) 2- Coach / Manager 3- Family member 
 4- Other person/Pet 5- Inanimate 6- Logo  
 7- Montage of athletes 8- Other: _____________ 
FROM NOW ON, CODE ONLY IF THE PICTURE IS OF THE ATHLETE: 
Who does s/he appear with?  
1- No one 2- Family member 3- Coach / Manager 4- Fellow athlete(s) 
5- Animal 6- Celebrity  7- Other: _____________ 
Type of picture:  1- Action shot 2- Sport context, passive 3- Emotions 
 4- Awards ceremony 5- Press 6- Photoshoot 7- Sponsorship/ad 
 8- Headshot 9- Team picture 10- Personal pic 11- Other: _______ 
Type of shot: 1- Very Wide Shot 2- Body Shot 3- Mid Shot  
 4- Head Shot 5- Cut In 6- Point of View 7- Other 
Athlete wearing make-up? 0- No 1- Yes 
Artistic look?  0- No 1- Yes  
Clothing? 0- N/A 1- Athletic 2- Formal 3- Casual 4- Revealing 
Depicts athlete as: 1- Athlete primarily 2- Man/Woman primarily 3- Both 4- Neither 
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ABOUT THE COVER PICTURE 
Gender: 1- Female 2- Male 3- Mixed  4- Neutral 
Content of picture: 1- Athlete(s) 2- Coach / Manager 3- Family member 
 4- Other person/Pet 5- Inanimate 6- Logo  
 7- Montage of athletes 8- Other: _____________ 
FROM NOW ON, CODE ONLY IF THE PICTURE IS OF THE ATHLETE: 
Who does s/he appear with?  
1- No one 2- Family member 3- Coach / Manager 4- Fellow athlete(s) 
5- Animal 6- Celebrity  7- Other: _____________ 
Type of picture:  1- Action shot 2- Sport context, passive 3- Emotions 
 4- Awards ceremony 5- Press 6- Photoshoot 7- Sponsorship/ad 
 8- Headshot 9- Team picture 10- Personal pic 11- Other: _______ 
Type of shot: 1- Very Wide Shot 2- Body Shot 3- Mid Shot  
 4- Head Shot 5- Cut In 6- Point of View 7- Other 
Athlete wearing make-up? 0- No 1- Yes 
Artistic look?  0- No 1- Yes  
Clothing? 0- N/A 1- Athletic 2- Formal 3- Casual 4- Revealing 
Depicts athlete as: 1- Athlete primarily 2- Man/Woman primarily 3- Both 4- Neither 
ABOUT THE PROFILE BACKGROUND 
How many photos are there? 
How many photos of the athlete? 
Is s/he wearing make-up on any of them? 0- No 1- Yes 
How many action shots? 
How many pictures of athlete being passive in a sporting context? 
How many pictures displaying emotions?  
How many pictures of athlete during an awards ceremony?  
How many pictures of athletes answering or posing for the press? 
How many shots taken for a photoshoot? 
How many sponsorship/ad pictures?  
How many headshots? 
How many team pictures? 
How many personal pictures? 
How many pictures that do not fit in any of the above categories? 
How many pictures of the athlete in the following clothes? - Athletic gear 
- Casual clothing 
- Formal clothing 
- Revealing clothing 
Depicts athlete as: 1- Athlete primarily 2- Man/Woman primarily 3- Both 4- Neither 
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ABOUT THE SHORT BIOGRAPHY 
What is the biography made up of? 0- No bio 1- Link only 2- Information 
only 3- Both  
If there is a link, what kind is it? 
1- Official website or blog 2- Social Media page 3- Sponsor’s page 
4- Professional association’s page 5- Foundation page 6- Other 
Mention of family? 0- No 1- Yes 
Mention of own sport? 0- No 1- Yes 
Mention of other sports?  0- No 1- Yes 
Mention of other occupation?  0- No 1- Yes 
Any other thing mentioned? 
__________________________________________________________ 
Which of these two is mentioned first? 0- N/A 1- Career 2- Family  
Portrays athlete as: 1- Athlete primarily 2- Man/Woman primarily 3- Both 4- 
Neither 0- N/A 
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Appendix VII: 
Intercoder Agreement on the Variables of Study 3 
Profile Picture, Content  α = 1.0 
Profile Picture, Who Athlete Appears With  α = 1.0 
Profile Picture, Type of Picture α = .89 
Profile Picture, Type of Shot  α = .93 
Profile Picture, Make-Up  α = 1.0 
Profile Picture, Artistic  α = .90 
Profile Picture, Type of Clothing  α = .93 
Profile Picture, Depiction of Athlete α = .93 
Cover Picture, Content  α = .95 
Cover Picture, Who Athlete Appears With α = .90 
Cover Picture, Type of Picture α = .91 
Cover Picture, Type of Shot  α = .91 
Cover Picture, Make-Up α = 1.0 
Cover Picture, Artistic α = .85 
Cover Picture, Type of Clothing  α = 1.0 
Cover Picture, Depiction of Athlete α = .92 
Background Pictures, Total Number of Pictures α = .995 
Background Pictures, Number of Pictures of the Athlete α = .95 
Background Pictures, Make-Up α = .92 
Background Pictures, Family  α = 1.0 
Background Pictures, Animal  α = 1.0 
Background Pictures, Shot in Action  α = 1.0 
Background Pictures, Passive in Sporting Context α = .85 
Background Pictures, Emotion  α = .96 
Background Pictures, Awards ceremony α = 1.0 
Background Pictures, Press  α = .98 
Background Pictures, Professional Photoshoot  α = 1.0 
Background Pictures, Ad or Sponsor  α = 1.0 
Background Pictures, Headshot α = 1.0 
Background Pictures, Team Picture α = 1.0 
Background Pictures, Personal Picture  α = 1.0 
Background Pictures, Other Type of Picture α = 1.0 
Background Pictures, Athletic Clothes  α = .99 
Background Pictures, Casual Clothes  α = 1.0 
Background Pictures, Formal Clothes  α = 1.0 
Background Pictures, Revealing Clothes  α = 1.0 
Background Pictures, Depiction of Athlete α = .92 
Biography, Presence  α = 1.0 
Biography, Type of Link α = .97 
Biography, Mention of Family  α = 1.0 
Biography, Mention of Athletic Career α = .89 
Biography, Mention of Other Sports α = 1.0 
Biography, Mention of Other Occupation  α = .88 
Biography, Mentioned First: Career or Family α = .96 
Biography, Depiction of Athlete α = .89 
 170 
REFERENCES 
Adams, T., & Tuggle, C. A. (2004). ESPN’s SportsCenter and coverage of women’s 
athletics: "It's a boys' club". Mass Communication & Society, 7, 237-248.  
Agassi, A. (2009). Open: An autobiography. New York, NY: Random House Digital. 
Aitchison, C. C. (2007). Gender, sport and identity: Introducing discourses of 
masculinities, femininities and sexualities. In C. C. Aitchison (Ed.), Sport and 
gender identities: Masculinities, femininities and sexualities (pp. 1-4). New York, 
NY: Routledge.  
Alexander, S. (1994). Newspaper coverage of athletics as a function of gender. Women’s 
Studies International Forum, 17, 655-662. 
Anderson, E. (2002). Openly gay athletes: Contesting hegemonic masculinity in a 
homophobic environment. Gender & Society, 16, 860-877.  
Anderson, C. (2006). The long tail: Why the future of business is selling less of more. 
New York, NY: Hyperion. 
Arseneaux, N., & Weiss, A. S. (2010). Seems stupid until you try it: Press coverage of 
Twitter, 2006-9. New Media Society, 12, 1262-1279. 
Baker, C. A. (2008). Why she plays: The world of women’s basketball. Lincoln, NE: 
University of Nebraska Press.  
Banet-Weiser, S. (1999). Hoop dreams: Professional basketball and the politics of race 
and gender. Journal of Sport & Social Issues, 23, 403.  
Baroffio-Bota, D., & Banet-Weiser, S. (2006). Women, team sports, and the WNBA: 
Playing like a girl. In A. A. Raney & J. Bryant (Eds.), Handbook of sports and media 
(pp. 485–500). Mahwah, NJ: Lawrence Erlbaum Associates.  
Beck, H. (2008, November 19). The real O’Neal puts his cyber foot down. The New York 
Times. Retrieved from 
http://www.nytimes.com/2008/11/20/sports/basketball/20shaq.html?_r=1 
Bernstein, A. (2002). Is it time for a victory lap? Changes in the media coverage of 
women in sport. International Review for the Sociology of Sport, 37, 415-428. 
Boutilier, M. A., & SanGiovanni, L. (1983). The sporting woman. Champaign, IL: 
Human Kinetics Publishers. 
Boyarski, D. (2010). What is interactivity? Design Management Journal, 8(3), 41-45. 
Boyle, R., & Haynes, R. (2002). New media sport. Culture, Sport, Society, 5(3), 95-114. 
 171 
Bradley, P. (2003). Mass media and the shaping of American feminism, 1963-1975. 
Jackson, MS: University Press of Mississippi.  
Brocard C. (2000). Sport et différenciation sexuelle: Les performances sportives dans les 
commentaires journalistiques. Regards sociologiques, 20, 127-142. 
Brochand, C. (1992). Le sport et la télévision : Un vieux couple à histoires. 
Communication & Langages, 92, 25-40.  
Brouard S., & Zimmermann S. (2012, April 21). Les pratiques médiatiques des Français 
pendant la campagne présidentielle 2012. TriÉlec 2012. Retrieved from 
https://sites.google.com/a/iepg.fr/trielec/resultats-analyses/enquetes-pre-
electorales/vague-5---avril-2012 
Broucaret, F. (2012). Le sport féminin: Le sport, dernier bastion du sexisme ? Paris, 
France: Michalon. 
Brown, D., & Bryant, J. (2006). Sports content on U.S. television. In A. A. Raney & J. 
Bryant (Eds.), Handbook of sports and media (pp. 77-104). Mahwah, NJ: Lawrence 
Erlbaum Associates.  
Brown S., & Cohn B. (2011, May 8). Social media can provide benefits, pitfalls for 
athletes. TribLive. Retrieved from 
http://www.pittsburghlive.com/x/pittsburghtrib/sports/steelers/s_735978.html 
Bryant, J. (1980). A two-year selective investigation of the female in sport as reported in 
the paper media. Arena Review, 4, 32-44. 
Bryant, J. & Holt, A. M. (2006). A historical overview of sports and media in the United 
States. In A. A. Raney & J. Bryant (Eds.), Handbook of sports and media (pp. 21–
44). Mahwah, NJ: Lawrence Erlbaum Associates 
Bryson, L. (1987). Sport and the maintenance of masculine hegemony. Women's Studies 
International Forum, 10, 349-360.  
Burnham, K. (2010, November 24). Twitter tips: Enabling mobile notifications; essential 
shortcuts. CIO. Retrieved from http://www.cio.com/article/639566/ 
Twitter_Tips_Enabling_ Mobile_Notifications_Essential_Shortcuts_ 
Burt, S. (2006). Shot Clocks: Poems and an essay for the WNBA. New York, NY: Harry 
Tankoos Books. 
Butler, B., & Sagas, M. (2008). Making room in the lineup: Newspaper web sites face 
growing competition for sports fans’ attention. International Journal of Sport 
Communication, 1, 17-25. 
Cahn, S.K. (1994). Coming on Strong: Gender and sexuality in twentieth-century 
women’s sports. New York, NY: Free Press. 
 172 
Callaway, D. (2012, September 14). The future of news: You. USA Today. Retrieved 
from http://usatoday30.usatoday.com/news/nation/story/2012/09/13/the-future-of-
news-you/57779110/1 
Capranica, L., Minganti, C., Billat, V., Hanghoj, S., Piacentini, M., Cumps, E., & 
Meeusen, R. (2005). Newspaper coverage of women’s sports during the 2000 
Sydney Olympic games: Belgium, Denmark, France, and Italy. Research Quarterly 
for Exercise and Sport, 76, 212-223. 
Chong, D., & Druckman, J. (2007). A theory of framing and opinion formation in 
competitive elite environments. Journal of Communication, 57, 99-118. 
Chou, S. W. (2010). Why do members contribute knowledge to online communities? 
Online Information Review, 34, 829-854. 
Christopherson, N., Janning, M., & McConnell, E. D. (2002). Two kicks forward, one 
kick back: A content analysis of media discourses on the 1999 Women’s World Cup 
soccer championship. Sociology of Sport Journal, 19, 170-188.  
Coakley, J. J. (2004). Sports in society: Issues and controversies (8th ed.). New York, 
NY: McGraw Hill. 
Coche, R. (2013). What women’s soccer fans want: A twitter study. Soccer & Society, 1-
23. Retrieved from 
http://www.tandfonline.com/doi/ref/10.1080/14660970.2012.753542 
Connell, R. W. (1993). Men and the women's movement. Social Policy, 23(4), 72-78.  
Cooper, C. G., & Cooper, B. D. (2009). NCAA website coverage: Do athletic 
departments provide equitable gender coverage on their athletic home Web pages? 
The Sport Journal, 12(2). Retrieved from http://www.thesportjournal.org/article/ 
ncaa-website-coverage-do-athletic-departments-provide-equitable-gender-coverage-
their-athlet 
Cooper-Chen, A. (1994). Global games, entertainment and leisure: Women as TV 
spectators. In P. J. Creedon (Ed.), Women, media and sport: Challenging gender 
values (pp. 257-272). Thousand Oaks, CA: Sage Publications. 
Cramer, J. A. (1994). Conversations with women sports journalists. In P. J. Creedon 
(Ed.), Women, media and sport: Challenging gender values (pp. 159-180). Thousand 
Oaks, CA: Sage Publications.  
Creedon, P. J. (1994). Women, media and Sport: Creating and reflecting gender values. 
In P. J. Creedon (Ed.), Women, media and sport: Challenging gender values (pp. 
3-27). Thousand Oaks, CA: Sage Publications. 
Cunningham, G. B. (2003). Media coverage of women’s sport: A new look at an old 
problem. Physical Educator, 60(2), 43-50.  
 173 
Davis, K., & Tuggle, C. A. (2012). A gender analysis of NBC’s coverage of the 2008 
summer Olympics. Electronic News, 6(2), 51-66. 
Davis, P., & Weaving, C. (2010). Introduction. In P. Davis & C. Weaving (Eds.), 
Philosophical perspectives on gender in sport and physical activity (pp. 1-9). New 
York, NY: Routledge. 
de Beauvoir, S. (2010). The second sex. (C. Borde & S. Malovany-Chevallier, Trans.). 
New York, NY: Random House Digital. (Original work published 1949). 
Deaux, K. (1985). Sex and gender. Annual Review of Psychology, 36, 49-81.  
Delaney, T., & Madigan, T. (2009). Sports: Why people love them. The Journal of 
Popular Culture, 43, 655-657. 
Dewulf, A., Gray, B., Putnam, L., & Bouwen, R. (2011). An Interactional Approach to 
Framing in Conflict and Negotiation. In W. A. Donohue, R. G. Rogan, & S. 
Kaufman (Eds.), Framing matters (pp. 7-33). New York, NY: Peter Lang 
Publishing.  
Duggan, M., & Brenner, J. (2013, February 14). The demographics of social media users 
– 2012. Pew Internet & American Life Project. Retrieved from 
http://pewinternet.org/Reports/2013/Social-media-users.aspx 
Duncan, M. C. (1990). Sports photographs and sexual difference: Images of women and 
men in the 1984 and 1988 Olympic games. Sociology of Sport Journal, 7, 22-43. 
Duncan, M. C. (2006). Gender warriors in sport: Women and the media. In A. A. Raney 
& J. Bryant (Eds.), Handbook of sports and media (pp. 231-252). Mahwah, NJ: 
Lawrence Erlbaum Associates.  
Duncan, M. C., & Messner, M. A. (1998). The media image of sport and gender. In L. A. 
Wenner (Ed.), MediaSport (pp. 170-185). London, UK: Routledge.  
Duncan, M. C., & Messner, M. A. (1994). Gender stereotyping in televised sports: A 
follow-up to the 1989 study. (W. V. Wilson, Ed.). Los Angeles, CA: The Amateur 
Athletic Foundation of Los Angeles. Retrieved from 
http://www.la84foundation.org/9arr/ResearchReports/ResearchReport3.htm 
Duncan, M. C., & Messner, M. A. (2000). Gender in televised sports: 1989, 1993 and 
1999. (W. V. Wilson, Ed.). Los Angeles, CA: The Amateur Athletic Foundation of 
Los Angeles. Retrieved from http://www.aafla.org/9arr/ResearchReports/tv2000.pdf 
Duncan, M. C., & Messner, M. A. (2005). Gender in televised sports: News and 
highlights shows, 1989 - 2004. (W. V. Wilson, Ed.). Los Angeles, CA: The Amateur 
Athletic Foundation of Los Angeles. Retrieved from 
http://www.la84foundation.org/9arr/ResearchReports/tv2004.pdf 
 174 
Duncan, M. C., Messner, M. A., & Williams, L. (1991). Coverage of women’s sports in 
four daily newspapers. (W. V. Wilson, Ed.). Los Angeles, CA: The Amateur 
Athletic Foundation of Los Angeles. Retrieved from 
http://www.la84foundation.org/9arr/ResearchReports/ResearchReport1.htm 
Duncan, M. C., Messner, M. A., Williams L., & Jensen K. (1990). Gender stereotyping in 
televised sports. (W. V. Wilson, Ed.). Los Angeles; United States: The Amateur 
Athletic Foundation of Los Angeles. Retrieved from 
http://www.la84foundation.org/9arr/ResearchReports/ResearchReport2.htm 
Eastman, S. T., & Billings, A. C. (2000). Sportscasting and sports reporting: The power 
of gender bias. Journal of Sport & Social Issues, 24, 192-213. 
Edwards, H. (1973). Sociology of sport. Homewood, IL: Dorsey. 
Eitzen, D. (2012). Sport in contemporary society: An anthology (9th ed.). Boulder, CO: 
Paradigm Publishers. 
Entman, R. (1993). Framing: Toward clarification of a fractured paradigm. Journal of 
Communication, 43(4), 51-58. 
Evans, M. D. R., & Kelley, J. (2002). National pride in the developed world: Survey data 
from 24 nations. International Journal of Public Opinion Research, 14, 303-338. 
Evans, J. (2009, April 29). Sports go mad for online pastime Twitter. Seattle Times. 
Retrieved from 
http://seattletimes.nwsource.com/html/sports/2009140879_twitter29.html 
Fallows, D. (2005). How women and men use the Internet. Pew Internet & American Life 
Project. Retrieved from http://www.pewtrusts.org/uploadedFiles/wwwpewtrustsorg/ 
Reports/Society_and_the_Internet/PIP_Women_Men_122805.pdf 
Farhi, P. (2009). The Twitter Explosion. American Journalism Review, 31(3), 26-31. 
Fein, P. (2005, April). Who is the greatest female player ever? Inside Tennis. Retrieved 
from http://www.insidetennis.com/archive/0405_bestfemale.html 
Finch, C. (2012, February 28). How Pinterest’s Female Audience Is Changing Social 
Marketing. Mashable. Retrieved from http://mashable.com/2012/02/28/pinterest-
women-marketing/ 
Finn, R. (1998, January 3). Helen Wills Moody, Dominant Champion Who Won 8 
Wimbledon Titles, Dies at 92. The New York Times. Retrieved from 
http://www.nytimes.com/1998/01/03/sports/helen-wills-moody-dominant-champion-
who-won-8-wimbledon-titles-dies-at-92.html 
Fitton, L., Gruen, M., & Poston L. (2010). Twitter for dummies. Hoboken, NJ: Wiley 
Publishing. 
 175 
Fortunato, J. A. (2001). The ultimate assist: The relationship and broadcast strategies of 
the N.B.A. and television networks. Cresskill, NJ: Hampton Press, Inc. 
Frey J. H., & Eitzen, D. S. (1991). Sport and Society. Annual Review of Sociology, 17, 
503-522.  
Friedan, B. (1963). The feminine mystique. New York, Norton.  
Gantz, W., & Wenner, L. A. (1991). Men, women, and sports: Audience experiences and 
effects. Journal of Broadcasting & Electronic Media, 35, 233-243. 
Gerbner, G. (1972). Violence in television drama: Trends and symbolic functions. In G. 
Comstock & E. Robinson (Eds.), Television and social behavior: Reports and 
papers: Vol. 1. Media content and control (pp. 28-187). Washington, DC: 
Government Printing Office. 
Goffman, E. (1959). The presentation of self in everyday life. New York, NY: 
Doubleday. 
Goffman, E. (1974). Stigma: Notes on the management of spoiled identity. New York, 
NY: Aronson. 
Grams, C. (2011). The ad-free brand: Secrets to building successful brands in a digital 
world. Indianapolis, IN: Que Pub. 
Gregory, S. (2009, June 5). Twitter craze is rapidly changing the face of sports. SI.com. 
Retrieved from http://sportsillustrated.cnn.com/2009/writers/the_bonus/06/05/ 
twitter.sports/index.html 
Griffin, P. (1998). Strong women, deep closets: Lesbians and homophobia in sport. 
Champaign, IL: Human Kinetics. 
Haberman, S. (2012, July 2). Euro 2012 goal smashes tweets-per-second sports record. 
Mashable Entertainment. Retrieved from http://mashable.com/2012/ 07/02/euro-
2012-tweet-record/#471238-and-9-FIFA-Womens-World-Cup 
Halbert, C., & Latimer, M. (1994). “Battling” gendered language: An analysis of the 
language used by sports commentators in a televised coed tennis tournament. 
Sociology of Sport Journal, 11, 298-308. 
Hall, M. A. (1987). The gendering of sport, leisure, and physical education. Women's 
Studies International Forum, 10, 333-335.  
Halpert, F. (1988, October). You call this adorable? An open letter to the producer of 
NBC Sports. Ms. Magazine, 36-39. 
 176 
Hambrick, M. E., Simmons, J. M., Greenhalgh, G. P., & Greenwell, T.C. (2010). 
Understanding professional athletes‘ use of Twitter: a content analysis of athlete 
tweets. International Journal of Sport Communication, 3, 454-471.  
Hampton, K. N., Goulet, L. S., Rainie, L., & Purcell, K. (2011). Social networking sites and 
our lives. Pew Internet & American Life Project. Retrieved from 
http://pewinternet.org/~/media/Files /Reports/2011/PIP%20-
%20Social%20networking%20sites%20and%20our%20lives.pdf 
Happened on this day – 16 September. (2002). BBC. Retrieved from 
http://news.bbc.co.uk/sport2/hi/funny_old_game/2260280.stm 
Haque, U. (2010, March 17). Twitter, SXSW, and building a 21st century business. Harvard 
Business Review Blog Network. Retrieved from 
http://blogs.hbr.org/haque/2010/03/twitter_sxsw_and_building_a_21.html 
Hardin, M. (2009a, September 24). Does ‘new media’ bring new attitudes toward women’s 
sports? Tucker Center for Research on Girls and Women’s in Sport. Retrieved from 
http://tuckercenter. wordpress.com/2009/09/24/does-‘new-media’-bring-new-attitudes-
oward-women’s-sports/ 
Hardin, M. (2009b, October 19). Transcript for “Facing off over Facebook: The impact of 
social media on women’s sports.” Tucker Center for Research on Girls and Women’s in 
Sport. Retrieved from http://www.cehd.umn.edu/tuckercenter/lecture/past_lectures/ 
2009-fall/Hardin-Tucker-DLS.pdf 
Hardin, M., Chance, J., Dodd, J. E., & Hardin, B. (2002). Olympic photo coverage fair to 
female athletes. Newspaper Research Journal, 23, 64-78. 
Hardin, M., Lynn, S., Walsdorf, K., & Hardin, B. (2002). The framing of sexual difference 
in SI for Kids editorial photos. Mass Communication & Society, 5, 341–359 
Hargreaves, J. (1994). Sporting females: Critical issues in the history and sociology of 
women's sports. New York, NY: Routledge. 
Hermida, A. (2011, April 12). Canadians would rather give up newspapers than the 
Internet. Reportr.net. Retrieved from http://www.reportr.net/2011/04/12/canadians-
give-newspapers-internet/ 
Hester, J. B., & Dougall, E. (2007). The efficiency of constructed week sampling for 
content analysis of online news. Journalism & Mass Communication Quarterly, 84, 
811-824.  
Hilliard, D. C. (1984). Media images of male and female professional athletes: An 
interpretive analysis of magazine articles. Sociology of Sport Journal, 1, 251-262.  
 177 
Himler, P. (2012, October 2). Can Twitter displace the news release? Forbes. Retrieved 
from http://www.forbes.com/sites/peterhimler/2012/10/02/can-twitter-displace-the-
news-release/ 
Houck, D. W. (2006). Sporting Bodies. In A. A. Raney & J. Bryant (Eds.), Handbook of 
sports and media (pp. 543-558). Mahwah, NJ: Lawrence Erlbaum Associates. 
Howard, J. (2005). The rivals: Chris Evert vs. Martina Navratilova: Their epic duels and 
extraordinary friendship. New York, NY: Broadway Books. 
Howard, P. N., Duffy, A., Freelon, D., Hussain, M. M., Mari, W., & Mazaid, M. (2011). 
Opening closed regimes: What was the role of social media during the Arab Spring? 
National Science Foundation-funded Information Technology and Political Islam 
project. Seattle, WA: Center for Communication and Civic Engagement. Retrieved 
from http://dl.dropbox.com/u/12947477/publications/2011_Howard-Duffy-Freelon-
Hussain-Mari-Mazaid_pITPI.pdf 
Huffington, A. (2009, August 17). The Future of News Will be Social. The Facebook 
Blog. Retrieved from http://blog.facebook.com/blog.php?post=120584762130 
Hutchins, B. (2011). The acceleration of media sport culture: Twitter, telepresence and 
online messaging. Information, Communication & Society, 14, 237–257. 
Ifedi, F. (2005). Sport participation in Canada, 2005. Ottawa, ON: Culture, Tourism and 
the Centre for Education Statistics. Retrieved from 
http://www.statcan.gc.ca/pub/81-595-m/81-595-m2008060-eng.pdf 
Imlach, G. (2005). My father and other working-class football heroes. London, UK: 
Yellow Jersey. 
International Olympic Committee. (2012). Factsheet: Women in the Olympic movement. 
Retrieved from 
http://www.olympic.org/Documents/Reference_documents_Factsheets/ 
Women_in_Olympic_Movement.pdf 
Internet World Stats. (2012). Usage and population statistics. Retrieved from 
http://www.internetworldstats.com/stats.htm 
Irick, E. (2012). 2011-12 NCAA sports sponsorship and participation rates report. 
Indianapolis, IN: NCAA Publications. Retrieved from 
http://www.ncaapublications.com/p-4293-2011-12-ncaa-sports-sponsorship-and-
participation-rates-report.aspx 
It’s a social world: Top 10 need-to-knows about social networking and where it’s headed. 
(2011, December 21). comScore. Retrieved from 
http://www.comscore.com/Insights/Presentations_and_Whitepapers/2011/it_is_a_soci
al_world_top_10_need-to-knows_about_social_networking 
 178 
Kane, M. J., & Greendorfer, S. L. (1994). The media’s role in accommodating and 
resisting stereotyped images of women in sport. In P. J. Creedon (Ed.), Women, 
media and sport: Challenging gender values (pp. 28-44). Thousand Oaks, CA: Sage 
Publications.  
Kane, Z. M. (2011, June 1). Shaquille O’Neal announces retirement exclusively on 
Twitter. The Next Web. Retrieved from http://thenextweb.com/twitter/2011/06/01/ 
shaquille-oneal-announces-retirement-exclusively-on-twitter/ 
Kaplan, A. M., & Haenlein, M. (2010). Users of the world unite! The challenges and 
opportunities of social media. Business Horizons, 58, 59-68. 
Kassing, J.W., & Sanderson, J. (2010). Fan-athlete interaction and Twitter tweeting 
through the Giro: A case study. International Journal of Sport Communication, 3, 
113-128.  
Kian, T., & Clavio, G. (2011). A comparison of online media and traditional newspaper 
coverage of the men’s and women’s U.S. open tennis tournaments. Journal of Sports 
Media, 6, 55-84.  
Kian, E. M., Mondello, M., & Vincent, J. (2009). ESPN–The women’s sports network? A 
content analysis of Internet coverage of March Madness. Journal of Broadcasting & 
Electronic Media, 53, 477-495. 
Kindred, D. (2010, Winter). The sports beat: A digital reporting mix—with exhaustion 
built in. Harvard’s Nieman Reports. Retrieved from 
http://www.nieman.harvard.edu/reports/article/102522/The-Sports-Beat-A-Digital-
Reporting-MixWith-Exhaustion-Built-In.aspx 
Kitto, J. (1989). Gender reference terms. British Journal of Social Psychology, 28, 185-
187. 
Knight, J., & Giuliano, T. (2003). Blood, sweat and jeers: The impact of the media’s 
heterosexist portrayals on perceptions of male and female athletes. Journal of Sport 
Behaviour, 26, 272-284. 
Knoppers, A., & Elling, A. (2004). ‘We do not engage in promotional journalism:’ 
Discursive strategies used by sport journalists to describe the selection process. 
International Review for the Sociology of Sport, 39, 57-73 
Krane, V. (2001). We can be athletic and feminine, but do we want to? Challenging 
hegemonic femininity in women's sport. Quest, 53, 115-133.  
Krippendorff, K. (1980). Content analysis: An introduction to its methodology. Newbury 
Park, CA: Sage. 
Lafayette, J. (1997). WNBA: No high scorer, but getting the job done. Electronic Media, 
16(33), 1.  
 179 
Langman L. (2003). The ludic body: Ritual, desire, and cultural identity in the American 
Super Bowl and the Carnival of Rio. In R. H. Brown (Ed.), The politics of 
selfhood: Bodies and identities in global capitalism (pp. 64-108). Minneapolis, 
MN: University of Minnesota Press. 
Large, D. C. (2007). Nazi games: the Olympics of 1936. New York, NY: W.W. Norton. 
LaVoi, N. M. (2009, May 5). The “success” of Twitter in promoting women's sports: 
‘Show me the money!’ One Sport Voice. Retrieved from 
http://www.nicolemlavoi.com/the-success-of-twitter-in-promoting-womens-sports-
show-me-the-money 
Lenskyj, H. J. (2003). Out on the field: Gender, sport and sexualities. Toronto, ON: 
Women’s Press. 
Lenskyj, H. J., & Kane, M. J. (1998). Media treatment of female athletes: Issues of 
gender and sexualities. In L. A. Wenner (Ed.), MediaSport (pp. 186-201). London, 
UK: Routledge.  
Lichtenstein, G. (1998). Tennis net profits. In L. Smith (Ed.) Nike is a Goddess: The 
 history of women in sports (pp. 57-80). New York, NY: Atlantic Monthly Press. 
Lumpkin, A., & Williams, L. D. (1991). An analysis of Sports Illustrated feature articles, 
1954-1987. Sociology of Sport Journal, 8, 16-32. 
MariaSharapova. (2012a, April 16). So what do you guys think?? I kind of love it! 
[Facebook update]. Retrieved from https://www.facebook.com/photo.php?fbid= 
10150650053337680&set=a.10150650053182680.389751.65920772679&type=1&r
elevant_count=1 
MariaSharapova. (2012b, April 16). So what do you guys think?? I kind of love it! 
[Facebook update]. Retrieved from https://www.facebook.com/photo.php?fbid= 
10150650053472680&set=a.10150650053182680.389751.65920772679&type=1&r
elevant_count=1 
MariaSharapova. (2012c, April 17). Wow, when I posted those photos with the short hair 
I had no idea everyone would all go bananza… [Facebook update]. Retrieved from 
https://www.facebook.com/photo.php?fbid=10150652411942680&set= 
a.10150652411542680.390055.65920772679&type=1&relevant_count=1 
McCarthy, C. (2008, October 22). Twitter spreads like wildfire, but MySpace still on top. 
CNET. Retrieved from http://news.cnet.com/8301-13577_3-10073531-36.html 
McGregor, M. (2000). Canadian sports editor’s speech. In P. Donnelly (Ed.), Taking 
sport seriously: Social issues in Canadian sport (2nd ed., pp. 164-172). Toronto, 
ON: Thompson Education Publishing. 
 180 
McMahan, C., Hovland R., & McMillan S. J. (2009). Online marketing communications: 
Exploring online consumer behavior by examining gender differences and 
interactivity within Internet advertising. Journal of Interactive Advertising, 10(1), 
61-76. 
McQuail, D. (2010). McQuail’s mass communication theory (6th ed.). London, UK: 
SAGE. 
Merleau-Ponty, M. (1945). Phénoménologie de la perception. Paris, France: Gallimard. 
Messner, M. A. (2007). Out of play: Critical essays on gender and sport. Albany, NY: 
State University of New York Press. 
Messner, M. A., & Cooky, C. (2010). Gender in televised sports: News and highlights 
shows, 1989-2009. Los Angeles, CA: USC Center for Feminist Research. Retrieved 
from http://www.usc.edu/dept/cfr/html/documents/tvsports.pdf 
Messner, M. A., Dunbar, M., & Hunt, D. (2007). The televised sports manhood formula. 
In M. A. Messner, Out of play: Critical essays on gender and sport (pp. 139–
154). Albany, NY: State University of New York Press. 
Messner, M. A., Duncan, M. C., & Jensen, K. (1993). Separating the men from the girls: 
The gendered language of televised sports. Gender and Society, 7(1), 121-137. 
Mikkola, M. (2012). Feminist Perspectives on Sex and Gender. In E. N. Zalta (Ed.), The 
Stanford Encyclopedia of Philosophy (Fall 2012 Edition). Retrieved from 
http://plato.stanford.edu/archives/fall2012/entries/feminism-gender/ 
Miller C., & Swift K. (1988). The handbook of nonsexist writing. New York, NY: Harper 
& Row. 
Ministère des Sports. (2012). Femmes et sport. Retrieved from 
http://www.sports.gouv.fr/index/faire-du-sport/sport-au-feminin/ 
Mongrain, S. (2002). The battle of the sexes: Fifty million women avidly follow 
professional sports. New York, NY: Scarborough Research. Retrieved from www. 
scarborough.com/press_releases/Women%20Follow%20Sports%2012.4.02.pdf 
Moore, R. (2009, October 5). Twitter data analysis: An investor’s perspective. 
TechCrunch. Retrieved from http://techcrunch.com/2009/10/05/twitter-data-
analysis-an-investors-perspective-2/ 
Moshman, R. (2012, May 18). Why is the hair of Maria Sharapova news worthy? Yahoo! 
Voices. Retrieved from http://voices.yahoo.com/why-hair-maria-sharapova-news-
worthy-11351058.html 
Nelson, M. B. (1991). Are we winning yet?: How women are changing sports and sports 
are changing women. New York, NY: Random House. 
 181 
Nowicka, H. (2012, February 17). Men are from Foursquare, women are from Facebook. 
The Wall. Retrieved from http://wallblog.co.uk/2012/02/17/men-are-from-
foursquare-women-are-from-facebook/ 
Ofcom (2012). Annex 4: News consumption in the UK. In Ofcom’s advice to the 
Secretary of State for Culture, Olympics, Media and Sport. Retrieved from 
http://stakeholders.ofcom.org.uk/binaries/consultations/measuring-
plurality/statement/Annex4.pdf 
Ortiz, M. B. (2012, July 27). Twitter gaffes begat punishment for athletes. ESPN 
Playbook. Retrieved from http://espn.go.com/blog/playbook/fandom/post/_/id/7495/ 
voula-papachristou-inspires-twitter-fail-list 
Owens, J. W. (2006). The coverage of sports on radio. In A. A. Raney & J. Bryant (Eds.), 
Handbook of sports and media (pp. 117-129). Mahwah, NJ: Lawrence Erlbaum 
Associates. 
Özsoy Selami (2011). Use of new media by Turkish fans in sport communication: 
Facebook and Twitter. Journal of Human Kinetics, 28, 165-176. 
Paechter, C. (2006). Masculine femininities/feminine masculinities: Power, identities and 
gender. Gender & Education, 18, 253-263.  
Palan, K. M., Areni, C. S., & Kiecker, P. (1999). Reexamining masculinity, femininity, 
and gender identity scales. Marketing Letters, 10, 363-377.  
Pegoraro, A. (2010). Look who’s talking—athletes on Twitter: A case study. 
International Journal of Sport Communication, 3, 501-514. 
Perse, E. (1992). Predicting attention to local television news: Need for cognition and 
motives for viewing. Communication Reports, 5, 40-49. 
Pettus, E. (1998). From the suburbs to the sports arenas. In L. Smith (Ed.) Nike is a 
Goddess: The  history of women in sports (pp. 245-266). New York, NY: Atlantic 
Monthly Press. 
Pew Research Center for the People & the Press. (2012). Trends in news consumption: 
1991-2012 – In changing news landscape, even television is vulnerable. Retrieved 
from http://www.people-press.org/2012/09/27/in-changing-news-landscape-even-
television-is-vulnerable/ 
Ploderer, B., Howard, S., & Thomas, P. (2010). Collaboration on social network sites: 
Amateurs, professionals and celebrities. Computer Supported Cooperative Work, 19, 
419-455. 
Plymire, D. C., & Forman, P. J. (2000). Breaking the silence: Lesbian fans, the Internet, 
and the sexual politics of women’s sport. International Journal of Sexuality & 
Gender Studies, 5, 141-153.  
 182 
Qualman, E. (2011). Socialnomics: How social media transforms the way we live and do 
business. Hoboken, NJ: John Wiley & Sons. 
Quin, G., Wipf, E., & Ohl, F. (2010). Media coverage of the Athens Olympic games by 
the French press: The Olympic games effect in L’Équipe and Le Monde. In T. 
Bruce, J. Hovden, & P. Markula (Eds.), Sportswomen at the Olympics: A global 
content analysis of newspaper coverage (pp. 103-114). Rotterdam, NL: Sense 
Publishers.  
Rathke, A., & Woitek, U. (2007). Economics and Olympics: An efficiency analysis. 
University of Zurich: Working Paper Series, Working Paper no. 313. Zurich, 
Switzerland: Institute for Empirical Research in Economics. Retrieved from 
www.iew.uzh.ch/wp/iewwp313.pdf 
Real, M. (1975). Super Bowl: Mythic spectacle. Journal of Communication, 25(1), 31-43. 
Real, M. (2006). Sports online: The newest player in mediasport. In A. A. Raney & J. 
Bryant (Eds.), Handbook of sports and media (pp. 171-184). Mahwah, NJ: Lawrence 
Erlbaum Associates. 
Redman, K., Webb, L., Liao J., & Markula, P. (2010). Women’s representation in British 
Olympic newspaper coverage 2004. In T. Bruce, J. Hovden, & P. Markula (Eds.), 
Sportswomen at the Olympics: A global content analysis of newspaper coverage (pp. 
73-88). Rotterdam, NL: Sense Publishers.  
Reeser, J. (2005). Gender identity and sport: Is the playing field level? British Journal of 
Sports Medicine, 39(10), 695-699. 
Richards, A. (2011, February 24). Using a protected twitter account is like drinking in the 
closet at a party. Retrieved from http://butyoureagirl.com/7908/using-a-protected-
twitter-account-is-like-drinking-in-the-closet-at-a-party/ 
Riffe, D., Lacy, S., & Fico, F. (2005). Analyzing media messages: Using quantitative 
content analysis in research. Mahwah, NJ: Lawrence Erlbaum Associates. 
Rodriguez, A. (2011, August 4). Shaq’s Twitter legacy. Socialnomics. Retrieved from 
http://www.socialnomics.net/2011/08/04/shaqs-twitter-legacy/ 
Russell, K. (2007). ‘Queers, even in netball?’ Interpretations of the lesbian label among 
sportswomen. In C. C. Aitchison (Ed.), Sport and gender identities: Masculinities, 
femininities and sexualities (pp. 106-121). New York, NY: Routledge.  
Sagas, M., Cunningham, G. B., Wigley, B. J., & Ashley, F. B. (2000). Internet coverage 
of university softball and baseball websites: The inequity continues. Sociology of 
Sport Journal, 17, 198-205. 
Sargent, S. L., Zillmann, D., & Weaver, J. B. (1998). The gender gap in the enjoyment of 
televised sports. Journal of Sport & Social Issues, 22, 46-64. 
 183 
Schell L. A. (n.d.). (Dis)Empowering images? Media representations of women in sport. 
Women’s Sports Foundation. Retrieved on May 9, 2009, from 
http://www.womenssportsfoundation.org/Content/Articles/ Issues/Media-and-
Publicity/D/DisEmpowering-Images--Media-Representations-of-Women-in-
Sport.aspx 
Scheufele, D. A., & Tewksbury, D. (2007). Framing, agenda setting, and priming: The 
evolution of three media effects models. Journal of Communication, 57, 9-20. 
Schoenstedt, L., & Reau, J. (2010). Running a social-media newsroom: A case study of 
the Cincinnati Flying Pig Marathon. International Journal of Sport Communication, 
3, 377-386. 
Schroeder, S. (2012, October 4). Facebook hits one billion active users. Mashable. 
Retrieved from http://mashable.com/2012/10/04/facebook-one-billion/ 
Schultz, B., & Sheffer, M. L. (2011). Factors influencing sports consumption in the era of 
new media. Web Journal of Mass Communication Research, 37(October 2011). 
Retrieved from http://www.scripps.ohiou.edu/wjmcr/vol37/ 
Schwartz, L. (n.d.). Didrikson was a woman ahead of her time. ESPN Sports Century. 
Retrieved from http://espn.go.com/sportscentury/features/00014147.html. 
Sheffer, M., & Schultz, B. (2010). Paradigm shift or passing fad? Twitter and sports 
journalism. International Journal of Sport Communication, 3, 472-484. 
Shively, M. G., & De Cecco, J. P. (1977). Components of sexual identity. Journal of 
Homosexuality, 3(1), 41-48.  
Shoemaker, P. J., & Reese, S. D. (1996). Mediating the message: Theories of influences 
on mass media content. White Plains, NY: Longman. 
Siibak, A. (2009). Constructing the self through the photo selection: The importance of 
photos on social networking websites. Cyberpsychology: Journal of Psychosocial 
Research on Cyberspace, 3(1), article 1. Retrieved from 
http://www.cyberpsychology.eu/view.php?cisloclanku=2009061501&article=1 
Smith, M. (2012, March 8).To be public, or to protect your tweets from data-miners, that 
is the question. NetworkWorld. Retrieved from http://www.networkworld.com/ 
community/blog/ be-public-or-protect-your-tweets-data-miners-question 
Solis, B., & Breakenridge D. (2009). Putting the public back in public relations: How 
social media is reinventing the aging business of PR. Upper Saddle River, NJ: FT 
Press. 
Solomon, J. (2009, August 12). Twitter here to stay in sports, for good or bad. Houston 
Chronicle. Retrieved from www.chron.com/sports/rockets/article/Solomon-Twitter-
here-to-stay-in-sports-for-good-1725317.php 
 184 
Sparhawk, Ruth M., Leslie, Mary E., Rose, Zina R., Turbow Phyllis Y. (1989). American 
women in sport, 1887-1987: A 100-year chronology. Metuchen, NJ: Scarecrow 
Press. 
Sport England. (2005). Participation in sport in Great Britain: Trends 1987 to 2002. 
London, UK: Sport England. Retrieved from 
http://www.sportengland.org/research/idoc.ashx?docid=c1a088e8-5d0b-4df4-
a020-dee647b8bb82&version=1 
Strano, M. M. (2008). User descriptions and interpretations of self-presentation through 
Facebook profile images. Cyberpsychology: Journal of Psychosocial Research on 
Cyberspace, 2(2), article 5. Retrieved from 
http://cyberpsychology.eu/view.php?cisloclanku=2008110402&article=5. 
Sullivan, D. B. (2006). Broadcast television and the game of packaging sports. In A. A. 
Raney & J. Bryant (Eds.), Handbook of sports and media (pp. 131-145). Mahwah, 
NJ: Lawrence Erlbaum Associates. 
Tewksbury, D., & Scheufele, D. A. (2009). News framing theory and research. In J. 
Bryant & M. B. Oliver (Eds.), Media effects: Advances in theory and research (pp. 
17-33). New York, NY: Routledge. 
Theberge, N. (1991). Women and the Olympic games: A consideration of gender, sport 
and social change. In F. Landry, M. Landry & M. Yerles (Eds.), Sport, the third 
millennium: Proceedings of the International Symposium, Quebec City, Canada, 
May 21-25, 1990 (pp. 385-395). Sainte-Foy, QC: Les Presses de L'Université Laval. 
Retrieved from http://books.google.com/books?id=t5wrXP5xr3EC 
Trail, G. T., Fink, J. S., & Anderson, D. F. (2003). Sports spectator consumption 
behavior. Sports Marketing Quarterly, 12, 8–17. 
Tuggle, C. A. (1997). Differences in television sports reporting of men’s and women’s 
athletics: ESPN SportsCenter and CNN Sports Tonight. Journal of Broadcasting & 
Electronic Media, 41, 14-24. 
Van Beurden, C., & MacNeil, M. (2006, March). Gatekeeping in the Toronto Star: 
Factors affecting professional and amateur sports coverage. Paper presented at the 
Rosenfel National Undergraduate Research conference, Toronto, Canada. 
Vincent, J., Imwold, C., Masemann, V., & Johnson, J. T. (2002). A comparison of 
selected ‘serious’ and ‘popular’ British, Canadian and United States newspaper 
coverage of female and male athletes competing in the centennial Olympic games. 
International Review for the Sociology of Sport, 37, 319-335. 
Vincent, J., Pedersen, P. M., Whisenant, W. A., & Massey, D. (2007). Analyzing the 
print media coverage of professional tennis players: British newspaper narratives 
about female competitors in the Wimbledon Championships. International Journal 
of Sport Management and Marketing, 2, 281-300. 
 185 
Wallace, P. (2012, September 10). Sports have major role to play in gender equality. The 
Tennessean. Retrieved from http://www.tennessean.com/article/20120911/ 
OPINION03/309110016/Sports-major-role-play-gender-equality. 
Weinburg, T. (2009). The new community rules: Marketing on the social web. New York, 
NY: O’Reilly. 
Wensing, E., & MacNeill, M. (2010). Gender differences in Canadian English-language 
newspaper coverage of the 2004 Olympic games. In T. Bruce, J. Hovden, & P. 
Markula (Eds.), Sportswomen at the Olympics: A global content analysis of 
newspaper coverage (pp. 169-182). Rotterdam, NL: Sense Publishers. 
Wertheim, L. J. (2011). Tweet smell of #success. Sports Illustrated, 115(1), 20-21. 
Whannel, G. (2007). Mediating masculinities: The production of media representations in 
sport. In C. C. Aitchison (Ed.), Sport and gender identities: Masculinities, 
femininities and sexualities (pp. 7-21). New York, NY: Routledge. 
Whiteside, E., & Hardin, M. (2011). Women (not) watching women: Leisure time, 
television, and implications for televised coverage of women’s sports. 
Communication, Culture & Critique, 4, 122-143. 
Wimmer, R. D., & Dominick J. R. (2011). Mass media research: An introduction. 
Boston, MA: Wadsworth Cengage. 
Woo, C. W., An, S., & Cho, S. H. (2008). Sports PR in message boards on major league 
baseball websites. Public Relations Review, 34, 169-175. 
Women’s Sport and Fitness Foundation. (2008). Women in sport audit. Retrieved from 
http://live.wsff.org.uk/publications/reports/women-sport-audit-20072008 
Women’s Sports Foundation. (2009). Women’s sports & fitness facts & statistics. 
Retrieved from http://www.womenssportsfoundation.org/home/research/articles-
and-reports/athletes/womens-sports-facts 
Young, I. M. (2011). Justice and the politics of difference. Princeton, NJ: Princeton 
University Press. 
Zygband P., Collignon H., Sultan N., Santander C., & Valensi U. (2011). The sports 
market: Major trends and challenges in an industry full of passion. AT Kearney. 
Retrieved from http://www.atkearney.com/documents/10192/6f46b880-f8d1-
4909-9960-cc605bb1ff34 	  
